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ABSTRACT 
This Study attempts to find out the effect of the 
Green Movement on local consumers' purchasing behaviour. It 




 factor is in their decision 
to purchase non-durable goods and whether there is consumer 
demographic segmentation in green products/shops. The Study 
also tries to ascertain the difference in attractiveness 
between food and non-food green products. 
The mail questionnaire survey method is used in the 
Study, with data taken by simple random sampling from the 
households in five typical middle-class housing estates.The 
findings have shown that: 
1. The level of green-action of consumers is lower than 
that of green-awareness. 
2. The majority of consumers, do not consciously consider 
environmental-friendliness as an essential factor in 
their decision to purchase. 
3. The majority of consumers will buy green products if 
adequate promotion is made to make them aware of their 
existence and importance and so there is great 
potential in marketing green products in Hong Kong. 
4. There is no marked difference in attractiveness 
between food and non-food green products. 
5. The tendency to become a green consumer has no strong 
relationship with his/her age, sex, area of residence, 
household income and education level. There is 
however evidence that the more educated consumers will 
favour shopping at green shops. 
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At the end of 1990, Hong Kong has a population of 5.86 
million.
1
 The customs and habits of people living here, 
although over 95% are Chinese, are very much influenced by the 
West. The way of living, eating habits^ fashions, etc. 
gradually aire changing from the traditional Chinese style 
towards -theWestern style. Like many of the westerners, with 
the rise in education levels and living standards the people of 
Hong Kong-have become more conscious of their health, the 
society's well-being and the environment* It is therefore not 
surprising to see that the so-called *Green Movementwhich has 
been rapidly growing in the last two decades in the West, is 
beginning to affect the style of living of the local people. As 
the need of consumers *is closely related to their style of 
living, it is useful for marketing managers to ascertain and 
understand how consumers • purchasing behaviour is affected by 
the Green Movement so as to formulate appropriate business 
strategy. 
1 
Hong Kona 1991. Hong Kong Government, 1991, p. 373. 
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The Earth's Environment 
The Green Movement, or loosely the campaign against 
environmental pollution, has been in existence for a long time 
but did not gain much strength until the last two decades. The 
world has come to realise that the global environment is 
seriously deteriorating and something must be done to preserve 
the future of the earth. For instance, the world is getting 
warmer — 1983, 1987 & 1988 recorded three of the highest annual 
average temperatures in the last 100 years* Scientists 
predicted that the world temperature will rise another 5 degree 
Celsius in the next 100 years if the problem of global warming 
is allowed to persistc
2
 Scientific evidence shows that the 
problem of global warming is largely the result of the 
Greenhouse Effect and the degradation of the ozone layer. 
The Greenhouse Effect is a phenomenon whereby earth heat 
was stopped from dissipation into the outer space due to the 
formation of a thick layer of CO^  in the atmosphere. During 
the last twenty years, the greenhouse effect has aggravated as 
major world industries consume more and more coal and oil and 
generate excessive CO2 as byproducts. On the other hand, 
large areas of forests which are capable of absorbing these 
*greenhouse gases* were cut down to satisfy the escalating 
demand of industries and consumers for timber and paper. 
Moreover, the ozone layer, which has always been protecting the 
earth from the attack of ultra-violet rays of the sun, was found 
severely degraded* The damage was largely the result of 
-"Editorial - Reflections at the Celebration of the 
%
Earth Day'," Hong Kong Economic Journal. April 23 1990. 
I 
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excessive emissions of chlorof lourecarbons (CFCs) which are 
being used extensively in aerosol propellants and refrigerants. 
The accumulation of garbage'in big cities is another 
serious environmental crisis. In Worth America, Japan and 
Western Europe, consumers are discarding hundreds of millions of 
tons of waste each year. Many countries are running out of 
dumping grounds and the management of waste disposal has become 
an ever aggravating problem for more and more land and manpower 
resources. Not only is the existing large number of garbage 
piles a nuisance to the environment but the great amount of 
non-d@gradabl@ solid waste will actually guarantee that the land 
on which they are placed cannot be used for useful production 
purposes such as agriculture for many decades or even centuries 
to come. 
Consumers are also beginning to question whether it is 
safe to consume foodstuff which has been treated with 
chemicals. These foodstuff has commonly been considered safe 
for many years. For instance, it is s t i l l common practice to 
protect and enhance the growth of vegetables by splaying them 
with pesticides and chemical fertilizers. Such practice has now 
come under severe attack by the medical field and 
environmentalists who produced evidence that these poisonous 
chemicals will be consumed together with the food. With the 
progress of medical research, it is demonstrated that many 
artificial ingredients that were used in canned or packaged food 
are bad for health. These include monosodium glutamate (MSG) 
which has been extensively used as a flavouring in oriental 
cooking for a very long time. 
I 
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The Green Movement in the West 
The world, and particularly in western countries, has 
become increasingly worried about environment pollution. In the 
political arena, Green Parties are formed, notably that in Great 
Britain, Germany and Metherlands, which advocate Government 
policies to protect the environment. In 1987 the Montreal 
protocol called for a 50 percent cut in CFCs emissions by 1999. 
In 1989 the seven leading industrial countries in the world 
formally endorsed writing off debt for overburdened nations in 
exchange for a commitment to set asiderain forest preserves, 
which absorb CO£ and shelter exotic plants and animals. These 
policies are supported by a lot of voters and pressure groups. 
There are now around 30 mainstream green groups worldwide* Best 
known in Europe are Greenpeace, the Worldwide Fund for Nature 
and Friends of the Earth. In Britain, the Greenpeace has 
300,000 members; Friends of the Earth 200,000*
 5
 Besides these 
giants, thousands of smaller organisations have sprung up to 
fight local causes, especially in America. 
To combat garbage accumulation* paper, plastic and glass 
recycling is encouraged by the governments of many western 
countries. Consumer goods manufacturers are under increasing 
pressure to produce goods with recycled or biodegradable 
materials. Retailers are under pressure to use less paper or 
plastic packagings in the sale of their goods. For instance, 
McDonald's has begun to recycle the foam containers used in 
M w ^"Seeing the Greenllght,- D J^Bsmmffll&l, Volume 317, 
Number 7677 (October 20 1990), p. 90. 
I 
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their food outlets so as to reduce the amount of waste produced 
as a by-product of each sale. 
Under such circumstances, consumers are also getting 
greener. In 1989, a MORI poll said 42% of Britons claimed they 
had consciously chosen a green product in the past year — more 
4 
than twice as many as in 1988. In America, a Wall 
Street Journal/NBC News poll released in April 1990 revealed 
that 76% of consumers have changed the kinds of products they 
buy and use because of environmental concerns.. Businessmen 
are raot oblivious to this trend in consumer behaviour. In 1989, 
almost 5% of all new products introduced in the United States 
were sold on the basis of their environmental friendliness. The 
market was doubled in size in 1990* To satisfy the need of 
consumers, more and more green products are appearing in the 
market. For instance, numerous energy-saving electrical goods 
are being marketed. These include energy-saving light bulbs and 
microwave ovens. Manufacturers claim that these products will 
help to reduce the greenhouse effect since they consume li t t le 
fuel and so will cause less emission of COg. The greenhouse 
effect is also claimed to be lessened by preserving forests and 
so products made of recycled paper are welcomed by many 
consumers. On the other hand, the move to protect the ozone 
layer prousted the production of goods such as hair splays 
4 
"Seeing the Greenlight," The Economists Volume 317, 
Number 7677 (October 20 1990), p. 91. 
ia -
^Barbara Rosewicz, "Americans Say They're Ready to Pay 
for Cleaner World." The Asian Wall Street Journal. April 26 
1990, p. 24. 
6 
"Cleaning Up," Newsweek. Vol. CXVI, No. 21 (Nov. 19 
1990) p. 39. 
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without using aerosol propellants containing CFCs. Such t r e n d s 
are also exemplified by the hugh success of the Body Shop — a 
cosmetic empire which started as a small shop in Brighton, 
England in 1976 and expanded to 457 outlets in 38 countries in 
1990.7 The Shop sells products without CFCs, with no animal 
testing and advocates recycling of containers of their products. 
The Green Movement in Hong Kong 
The Attitude of the Government 
Hong Kong has not been a forerunner in the campaign 
against environmental pollution. The perception that economic 
growth and the environment are incompatible goals and that the 
former should be accorded priority have constrained government 
administration in tackling pollution problems. Hong Kong has 
therefore earned the reputation of a "First World economy but a 
Third World environment."? However, the situation has 
somewhat changed over the past few years* Progress towards 
recognition of the problem is reflected in the Government's 
White Paper, Pollution in Hong Kong - A Time to Act
1
, which was 
released on 5th June 1989, the World Environment Day. In the 
paper, the Government has undertaken to "give greater emphasis 
to the environment in the future". 
A^raber Kennedy, "Body Shop Finds it Pays to be Pure," 
ThS WfrEtti Volume XII, Number 4, p. 5. 
8
,The South China Morning Post. March 26 1989. 
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The Attitudes of Consumers and Businessmen 
Coupled with the Government's new policy is an 
underlying current in the society to combat environment 
pollution. Pressure groups have proliferated in recent years to 
include Green Power, Friends of the Earth, the Conservancy 
Association, Elefriends HK, the Friends of Black River and 
others. These groups together with the media are bringing 
environmental concerns into the respectable mainstream and 
stimulated the public on the concept of green consumption. 
Although much less enthusiastic than their western 
counterparts, the local consumers and businessmen alike are 
beginning to see greenness as a factor in the mode of living and 
consumption. In 1989, Park'H Shop announced it was switching to 
biodegradable plastic bags at an additional annual cost of some 
$2 million.? By December it had eliminated CFC-containing 
aerosols from its product l i s t .
1 0
 At about the same time, the 
company started a pilot project with Concordia Paper Ltd. to 
recycle the huge quantities of paper packaging and cardboard 
boxes issuing daily from its stores.
11
 The Body Shop which 
sells environmental-friendly cosmetics has already opened 
several outlets in Hong Kong and is attracting much business. 
Garment retailers such as the Giordano advertised that their 
products are made of all cotton and do not contain synthetic 
polyester which is considered environmentally-unfriendly. 
9,10 flk p a r k f N Recycle,
H
 One Earth. Issue No. 8 
(Autumn 1990), p. 14. 
8 
Cleaner food is also one of the objectives of the local green 
movement. A local environmental concern group, Green Power, 
established the Produce Green Ltd. which operates a Fanling farm 
that grows vegetables without pesticides or chemical 
fertilisers. Such organic produce are now available in 9 Park'N 
Shop outlets and are reported to be well accepted by consumers 
although their prices are between 15 and 30 percent higher than 
other produce.!^ Many local restaurants are advertising that 
their food is not cooked with MSG, an additive which is 
suspected to have a harmful effect on human bodies. All these 
show that the Green concept is beginning to have an effect on 
local consumer behaviour though such may s t i l l be small when 
compared with that of the western countries. 
Green Consumption and Non-durable Green Products 
When we talk about green consumption in Hong Kong we are 
referring to behaviour such as: 
- buying green, or environmental-friendly products 
- bringing own bag for shopping so that there is no need 
to take away the bags provided by the shops and 
thereby reducing paper wastage (if the shop provides 
paper bags) or the accumulation of undegradable 
plastic (if the shop provides plastic bags) 
- avoid eating at fast food shops such as the McDonald's 
which use large quantities of plastic packagings 
^Organic Vegetables are Well Accepted in their 
Debut," Ming Pao Daily News, May 1990, p. 8. 
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- select beverages using glass containers (can be 
recycled) and not plastic (non-degradable) or paper 
(made from timber) packages 
- purchase electrical appliances which use very l i t t le 
electricity to conserve energy 
- purchase at shops which publicly support the green 
movement or are known to stock green products 
As regard non-durable green products, these can be 
either food or non-food. Some examples of food green products 
are: 
- vegetables grown without using pesticides or chemical 
fertilizers (organic vegetables) 
- instant food made without using monosodium glutamate 
as additive 
- beverages that do not contain artificial flavour or 
ingredients that will affect human health 
Examples of non-food green products are: 
- hair sprays containing no CPCs 
- shampoos, cosmetics etc. that are biodegradable 
- glassware made from recycled glass 
- paper products made of recycled paper 
- diapers not containing the poisonous chemical dioxin 
- energy-saving light bulbs 
Objective and Significance of the Research 
To successful marketing managers any emerging trend is 
an opportunity for introducing new products. This report aims 
to study the effect of the Green Movement on local consumers
1 
10 
purchasing behaviour. It will examine how important the "green* 
factor is in consumers' decision to purchase a particular 
product and whether there is clear customer demographic 
segmentation in the marketing of green products/shops. As 
consumers are possibly more concerned on the pollution of food 
which has a direct effect on human health when compared with 
that of non-food goods, the report will also try to examine the 
difference in attractiveness between the two types of goods. 
The results of this research is expected to give some insights 
into the marketing potentials of green products. 
The hypotheses to be set up are: 
1. The level of green-action is low compared with that of 
green-awareness for local consumers. 
-
 %
Green-awareness' refers to the state of mind of a 
consumer which recognises the current environmental 
crises and agrees that something has to be done to 
address the problems.
 %
Green-action' refers to the 
acti 
on taken by a consumer in support of the green 
movement such as participation in campaigns advocating 
government green policies, responding to calls from 
green groups to boycott environmental-unfriendly 
products or shops and the adoption a life style 
emphasising on green consumption. It is evident from 
the history of green movement development in the West 
that the advent of green-action usually comes after 
the rise in green-awareness as it is always easier to 
11 
support a movement by words than by actions. It is 
therefore believed that for Hong Kong where the green 
movement is s t i l l In its embryo stage, the consumers* 
level of green-action is lower than that of 
green-awareness. To test this Hypothesis consumers' 
attitude towards current green issues and their 
willingness to take actions have to be ascertained. 
2. Environmental-friendliness is less important than 
quality, price and brand for the majority (over 50 
percent) of consumers in their decision to purchase a 
particular product. 
- Following from Hypothesis 1 which states that the 
level of green-action is relatively low for local 
consumers, it is believed that the majority of 
consumers though supporting the green movement in the 
back of their minds will not actively take 
environmental-friendliness as a major factor when 
compared with quality, price and brand in their 
decision to purchase. The relative importance of the 
factors affecting a consumer's decision to purchase a 
particular product has to be found out in order to 
verify this Hypothesis. 
3. Environmental-friendliness is less important than 
pricing, proximity to residence, ease of access and good 
service for the majority (over 50 percent) of consumers 
in their choice of the place to shop. 
- As the general level of green-action of local 
consumers are expected to be low, it is believed that 
whether a particular shop is an advocatee of 
12 
environment protection or is known to stock green 
products is not going to have as great an effect on 
consumers' choice of the place to shop when compared 
with factors such as reasonable pricing, proximity to 
residential/office area, ease of access and good 
service. The relative importance of the factors 
affecting a consumer's choice of shops has to be 
ascertained to substantiate this Hypothesis. 
4. There are three groups of consumers, namely, a. those 
who are consciously green and will look for green 
products/shops; b. those who would be interested in 
green products/shops if made aware of where easily 
available, but not very active in finding out for 
themselves; and m* those who have no Interest in green 
products/shops even if they are well aware of where to 
find them. The second group is the largest and will 
constitute the majority (over 50 percent) of all 
consumers. 
- It is believed that there is a considerable degree of 
green-awareness in the local consumers though their 
level of green-action may s t i l l be small. The 
majority of consumers will therefore be quite passive 
in actions supporting the green movement in which the 
purchase of green products is one. However, once 
there is proper promotion to relate the products with 
the consumers' green-awareness, they may respond 
actively in favour of such products. If this 
Hypothesis is substantiated, there will be great 
potential for marketing green products in Hong Kong in 
13 
spite of the limitations stated in Hypotheses 1, 2 and 
3, What is required is adequate and proper product 
promotion and consumer education. To substantiate 
this Hypothesis, the attitude of consumers towards 
green products/shops which are being promoted has to 
be ascertained. 
5. Pood green products are more attractive to consumers 
than non-food green products. 
- As food -green products have direct and clear benefit 
to the human body, it will be accepted more easily by 
consumers when compared with non-food green products. 
The latter are often conceived to be beneficial to the 
environment in an indirect and remote way. The 
difference in attitude of consumers towards the two 
types of green products have to be ascertained to 
support this hypothesis. 
6. The tendencies to purchase green products and choose 
green shops are higher for consumers with high household 
income and high education level. 
The more affluent and educated consumers will have 
better understanding of the current environment crisis 
and be more concerned about its adverse effect on the 
future of the earth. They are therefore more inclined 
to advocate green movement and be green consumers. 
The relationship between consumers
1
 household income 
and education level and their tendencies to adopt 
green consumption will have to be established to 
support this Hypothesis. 
14 
7. The tendencies to purchase green products and choose 
green shops are not dependent on the consumers' age, sex 
and area of residence. 
It is believed that age^  sex and area of residence 
will not affect a consumer's green-awareness and so 
will not have a bearing on whether he/she is inclined 
to adopt green consumption. The relationship between 
consumers
0
 age; sex and area of residence and their 
green inclination will have to be ascertained to 





The survey research method is used to test the seven 
hypotheses listed in Chapter I in order to examine the effect of 
green movement on consumers
1
 purchasing behaviour. The need for 
a certain merchandise, while often is affected by promotional 
activities, will usually originate from the consumers 
themseleves. The survey is therefore planned to be directed 
towards the consumers. The results of the survey will give 
insights into the marketing potential of green products and 
will help to provide corresponding marketing recommendations. 
Survey Method 
Common survey methods open to me include personal 
interview, telephone interview, mail questionnaire etc. It is 
decided to use the mail questionnaire method because of the 
following reasons: 
- mail questionnaires can provide anonymity to the respondents 
and so encourage them to respond honestly 
- it avoids the error caused by improper interviewer/interviewee 
interaction 
16 
- mail questionnaires can be sent to a large number of 
respondents in different areas so as to assess the influence 
of geographical layout on the survey results 
- telephone or personal interview will involve a lot more time 
and effort than what I can afford at this time 
Population Frame 
From the experience in the Vest, the middle class is 
most readily responsive to the Green Movement and shows great 
tendency to adapting its purchasing behaviour to support the 
Movement. It is therefore decided that the conduction of a 
survey in typical residential areas of middle class population 





 in Hong Kong. Five prominent 
middle class housing estates, two in Hong Kong Island, two in 
Kowloon and one in the New Territories are chosen. This will 
ensure reasonable spread of the samples and help ascertain if 
geographic layout has an effect on the survey results. 
The housing estates chosen are as follows: 
Tai Koo Shing, Quarry Bay, Hong Kong - 13,000 flats 
Chi Fu Fa Yuen, Pokfulam, Hong Kong - 4,500 flats 
Mei Foo Sun Chuen, Lai Chi Kok> Kowloon - 14,000 flats 
Whampoa Gardens, Hung Horn, Kowloon - 10,500 flats 
Shatin City One, Shatin, N.T. - 9,000 flats 
It is assumed that consumers aged below 20 do not have a 
stable purchasing pattern. The population frame is therefore 
one of the members aged 20 or above in all the households in the 
five housing estates. 
17 
Sampling Method and Sample Size 
With such a big population, it is not practical to 
conduct a survey on the whole population. Sampling becomes 
necessary to reduce the cost involved in the research to a 
manageable level. Considering the limited manpower, time and 
resources available for this research, a sample size of 500 
flats ,i .e., 100 from each housing estate is adopted. Simple 
random sampling is employed to choose 100 flats from each 
housing estate. Prom each housing estate five blocks are picked 
randomly and twenty flats are chosen randomly from each block. 
For instance, for Chi Fu Fa Yuen, Block Nos. 3, 7, 11, 15 and 17 
are chosen out of the twenty blocks there. Flats A and F from 
Floors 5, 7, 8, 9, 11, 15, 16, 17, 19,and 23 are taken from each 
Block. A letter is sent to each flat requesting one of the 
household members aged 20 or above to answer the questionnaire 
attached and return it before a specified date using an enclosed 
pre-stamped and self-addressed envelope. The specified date is 
approximately ten days after the date of the covering letter so 
as to give ample time for the addressee to answer the 
questionnaire and have it mailed back. 
Design of the Questionnaire 
The questionnaire is designed to collect the necessary 
information to test the set of hypotheses set up in Chapter I. 
The questionnaire is divided into three parts. 
18 
Part I is subdivided into several sections whic* were 
designed to obtain the following information: 
- the frequency and place where consumers do their 
shopping of typical food and non-food products 
- whether consumers will intentionally look for green 
products or select shops which promote them 
- whether consumers will select green products or shops 
which promote them if they are adequately advertised 
and are as convenient to access as other products and 
shops 
- the consumers® attitude towards food green products 
and non-food green products 
Part II aims to examine the level of green-awareness and 
green-action of the respondents who are asked to express their 
degree of support to several statements on current green 
issues. They are also asked if they have heard of the local 
Green Groups and taken part in activities organised by these 
groups. 
Part III consists of questions on respondents' 
demographic characteristics. The respondents are asked to 
indicate their age, sex, education level and household income. 
In order to locate the respondents
1
 residential area without 
having to break anonymity a secret code is marked on each 
questionnaire to identify the corresponding housing estate. The 
information obtained in this part can be used to relate the 
demographic characteristics of respondents with the information 
obtained in Parts I and II. 






Low Response Rate 
Of the 500 questionnaires sent, a total of 94 are 
returned. The response rate is 18.8 percent. Such rate of 
response is rather typical for mail questionnaire methods. It 
is very difficult to encourage response unless the more 
time-consuming and complicated personal collection method is 
employed. This level of response can also be considered as a 
reflection of the addressees' lack of interest on consumer 
behaviour and its relationship with the green movement. 
For individual estates, the highest response comes from 
Chi Fu Fa Yuen and Mei Foo Sun Chuen (both 22 percent) while the 
lowest appears in Whampoa Gardens (15 percent). The difference 
in the rates is small and there is no particular pattern between 
the rate and the housing estates. It is also not possible to 
identify particular pattern on those who respond against those 
who do not. 
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Questionnaire Validation 
Of the 94 questionnaires returned, one is invalidated 
because the whole Part II was not completed. Only a total of 9 3 
questionnaires are analysed for this research. 
Data Analysis 
The survey data are analysed using the SPSS statistical 
computer programme. The frequency distributions of the answers 
to the 18 questions and the respondents
1
 housing estate 
(recorded by a secret code pre-marked at the back of each 
questionnaire) are shown in Tables 1 to 66 and the Summary Table 
67 in Appendix B» 
Demographics of the Respondents 
The demographics of the respondents are developed in 
Part III, Questions 15 to 18, of the Questionnaire and by codes 
which identify the corresponding housing estates of the returned 
questionnaires. 
Age (Table 62) 
The age of the respondents are quite evenly distributed 
for the four groups above 26, each capturing about 20 percent of 
the samples. The lowest proprtion of respondents come from the 
age group of 20-25 (8.6 percent). The reason for this is 
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probably due to the fact that the population in the five housing 
estates chosen are of the typical middle class families and a re 
mainly aged 26 and above with childen mostly aged below 20. 
Out of the 93 respondents, 56 (60.2 percent) are male; 
37 (39.8 percent) are female. No particular reason is 
identified for this distribution. 
Education Level (Table 64) 
The education level of the respondents are distributed 
with about half at university level or above while the rest are 
either at secondary or matriculated level. For individual 
groups, the highest proportion (41.9 percent) are those having 
university degrees and the lowest proportion (11.8 percent) are 
those having post-graduate degrees. This type of education 
level profile is typical of middle class families. 
Household Income (Table 65) 
The household income of the respondents are concentrated 
(49.5 percent) in the range $20,000 to $39,999 per month. The 
remaining respondents are largely included in the ranges
 %
below 
$20,000' (25.8 percent) and
 %
$40,000 to $74,999' (19 percent). 
The high proportion of income higher than $20,000 is expected of 
the sampled households. 
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Estate (Table 66) 
The percentage of respondents from each of the Estates 
are listed below: 
Hei Foo Sun Chuen - 22 percent 
Chi Fu Fa Yuen - 22 percent 
Tai Koo Shing - 18 percent 
Shatin City One - 16 percent 
Whampoa Gardens - 15 percent 
The distribution is not indicative of any particular trend. 
General Shopping Pattern 
Question 1-5 (Tables 1-5) 
On the frequency of shopping, 45.2 percent of 
respondents say they buy consumer products 1-2 times per week. 
25.8 percent say they do so 3-4 times per week while the others 
either do so everyday (17.2 percent) or less than once per week 
(11.8 percent). It can therefore be established that the 
majority of respondents are genuine consumers and their response 
to the other questions in the questionnaire are reflective of 
the actual consumer behaviour in Hong Kong. 
An overwhelming majority of respondents claim that they 
usually do their shopping of toiletries (87.1 percent) and 
canned food/beverages (93.5 percent) near their residence. The 
remaining respondents either shop near their office or have no 
particular preference on where to shop. This indicates that for 
both food and non-food products, convenience is one of the most 
23 
i m p o r t a n t f a c t o r s d e t e r m i n i n g t h e l o c a t i o n t o s h o p . 
As to the type of shops for purchasing consumer goods, 
79.6 percent will buy toiletries while 94.6 percent will buy 
canned food and beverages at supermarkets. Most of the 
remainder have no particular preference as to where to buy these 
goods. The popularity of supermarkets reveals where marketing 
efforts of consumer goods should be focussed on to get optimum 
results. 
Testing of Hypothesis 1 
Hypothesis Is The level of green-action is low compared with 
that of green-awareness for local consumers. 
Question 12 (Table 41 to 55) 
Question 12 in the questionnaire is designed to test 
this Hypothesis. Respondents are asked to indicate on a 5 point 
scale whether they agree or disagree with 15 statements on 
current Green issues. The statements are placed in a sequence 
so that the first one states the solution to one of the current 
environmental problems while the following one describes what 
needs to be done on the part of the respondent or how the 
respondent will be affected if others carry out the solution, 
and so on. This is designed to test firstly respondents' level 
of green-awareness; and secondly their willingness to take 
action when personal interest are affected - level of 
green-action. 
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Prom Table 41 to 55 and also from the Summary Table 67, 
it is clear that all the 15 Green statements are supported by 
the respondents. However, when comparing the mean scores of the 
paired questions it is noticed that there is less support when 
the need to take action is mentioned. From Summary Table 67, 
the mean score (1 indicates strongly agree while 5 indicates 
strongly disagree) of the statements are as follows: 
grqep-ayaiyqne?? Grqen-frCti or\ 
Q12.l(control C02 emission) Q12.2(cut Indus, development) 
= 1.81 m 2.29 
Q12.3(paper demand causes Q12»4(subsidise forest felling 
forest felling) • 1.85 countries) » 2.69 
Q12.5(ban CFCs) Q12.6(dearer refrigerators) 
* 2» 28 = 2.30 
Q12.7(discourage use of Q12.8(bringing own bag to 
plastic bags) » 1.94 shop) * 2.44 
Q12.9(encourage consuming Q12.10(consume dearer 
organic veg.) = 1.78 vegetables) =2.02 
Q12.11(Recycling paper, Q12.12(separate paper, plastic 
plastic & glass) = 1.52 & glass in trash) - 1.71 
Q12.13(ban MSG) Q12.14(less choice of canned 
= 2.02 food) fa 2.25 
Q12.15(boycott shops using much 
packagings) » 2.69 
T-tests were used to test whether these paired mean 
scores have significant differences between each other. The 
results are shown in Tables 68-74. All the paired scores 
indicate significant difference between each other except the 
pair Q12.5 & Q12.6 which are about the need to ban CFCs and the 
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consequence of doing so. This indicates that on the issue of 
banning CFCs, the respondents* awareness and action-proneness 
are similar. Incidentally, banning CFCs is the issue which 
attracts least concern from respondents. This may be a 
reflection of the fact that the issue of ozone degradation is 
not being well understood by the average consumers (the issues 
of forest felling or banning MSG are much easier to 
understand). They are relativly indifferent to the need to ban 
CFCs and consequently have quite similar level of view on the 
possibility of dearer refrigerators. 
As for the other paired questions, it is noted that the 
Recycling of paper, plastic and glass' attracts the strongest 
support both in green-awareness and green-action. This is a hint 
that great potential on marketing recycled goods do exist in 
Hong Kong. One of the least supported green-action is the 
subsidising of forest felling countries in order to preserve 
more trees. The corresponding green-awareness statement - the 
need to fell trees is a result of excessive demand for paper -
is however quite well-supported. This indicates that the 
respondents may not consider subsidising other countries a good 
solution to the problem of excessive forest felling. The other 
issues, namely, 'control C02 emission', 'discourage use of 
plastic bags', 'encourage consumption of organic vegetables' and 
%
ban MSG' are highly suported by the respondents by words and 
not that much by actions. The other most unfavourable action is 
to 'boycott shops using excessive packagings.' This reflects the 
phenomenon that proper packagings are s t i l l attractive to the 
average consumer. However, it should be noted that even the 
most unfavourable actions are having mean scores of 2.69. At 
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its worst, this is s t i l l an indication of neutrality and not 
disagreement. Although the level of green-action is lower than 
that of green-awareness, there is s t i l l a general weak support 
of actions. 
Question 13 & 14 (Table 56 to 61) 
Of the 5 Green Groups, the most well known to the least 
are listed below: 
Green Power - percentage heard of • 82 
Friends of the Earth - percentage heard of = 63 
The Conservancy Association - percentage heard of * 17 
Elefriends HK - percentage heard of = 2 
The Friends of Black River - percentage heard of = 1 
As the Green Power and the Friends of the Earth are 
currently the most active green groups in Hong Kong, it is not 
surprising to see that they are the most well-known among the 
local groups. The Conservancy Association has the longest 
history than the other local groups. It has become less active 
in the past one year because of the lack of financial support 
and so is heard of by much less people than the other two 
groups. The Elefriends and the Friends of Black River are very 
inactive groups formed mostly by foreigners. It is not 
surprising to see that only very few people had heard of these 
two groups. 
Only 4 out of the 93 respondents have taken part in 
green activities organised by the Green Groups. This is only 
4.3 percent of the total number of respondents. Given such low 
rate of green-action comparing to the high rate (for Green Power 
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and Friends of the Earth) of green-awareness, the results of 
Question 13 & 14 support that indicated by Question 12. 
Hypothesis 1 is substantiated. 
Testing of Hypothesis 2 
Hypothesis 2: Environmental-friendliness is less important than 
quality, price and brand for the majority (over 50 
percent) of consumers in their decision to 
purchase a particular product. 
Question 6 (Tables 6 to 12) 
Question 6 is designed to test this Hypothesis. From 
Tables 6 - 1 2 and also the Summary Table 67, it can be seen that 
the ranking of the seven factors affecting the consumers
1
 choice 
of purchase is in the following descending order of importance: 
Quality - mean rank » 1.57 
Price - mean rank » 2.00 
Brand - mean rank «= 3.67 
Ease of purchase - mean rank • 3.77 
Packaging - mean rank = 4.99 
Environmental-friendliness - mean rank • 5.82 
Gifts and souverirs - mean rank = 6.18 
The mean rank for environmental-friendliness is 5.82 out of a 
total of 7. It is ranked lower than quality, price, brand, ease 
of purchase and packaging and is only higher than gifts and 
souvenirs. In fact, when we look at Table 12, it is found that 
only 5.4 percent of respondents have ranked 
environmental-friendliness higher than 4. 
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T-tests were employed to examine whether these mean 
ranks are significantly different from the mean rank of 5.82 for 
environmental-friendliness. The results (Table 75-80) indicate 
that apart from 'gifts and souvenirs' all the other factors are 
statistically ranked different from environmental-friendliness. 
This pattern shows that when deciding on what goods to 
purchase local consumers are st i l l most concerned about the 
quality and price of the product. This is natural as these two 
factors indicate directly the value that one gets for what one 
pays. Brand is often considered as a guarantee of good quality 
and so is ranked third. Convenience is important in the hectic 
environment of Hong Kong and so ease of purchase is ranked 
fourth. Packaging is to many local consumers representative of 
the face value of what they are buying and so is ranked higher 
than environmental-friendliness which to many the benefit is 
both remote and unclear. Even gifts and souvenirs are ranked 
similarly as environmental-friendliness as they represent 
immediate benefit to consumers. In summary, even though many 
local consumers are supportive of the green movement in the back 
of their minds, they may consider environment protection as a 
rather big subject that only the Government is able to deal with 
and they have difficulty to relate the green objective with 
their action in buying green products. However, as the green 
movement progresses, it is expected that the factor of 
environmental-friendliness would ultimately be absorbed as part 
of the ingredient forming the quality of a product. In the 
meanwhile, much attention should be paid on the quality and 
price of green products if they are to be successfully marketed. 
Hypothesis 2 is substantiated. 
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T e s t i n g o f H y p o t h e s i s 3 
Hypothesis 3: Environmental-friendliness is less important than 
pricing, proximity to residence, ease of access 
and good service for the majority (over 50 
percent) of consumers in their choice of the place 
to shop. 
Question 3 (Table 13-20) 
Question 7 is designed to test this Hypothesis. From 
Table 13 - 20 and Summary Table 67 the ranking of the eight 
factors affecting consumers* choice of the place to shop is in 
the following descending order of importance: 
reasonable pricing - mean rank =2.33 
proximity to residential/work area - mean rank = 2.81 
ease of access - mean rank « 3.22 
large variety of goods - mean rank * 3.88 
good service - mean rank =3.97 
stocks include famous quality brands - mean rank » 6.17 
sell environmental-friendly goods - mean rank «= 6.58 
shop advocates environment protection - mean rank • 7.04 
The mean rank for
 %
sell environmental-friendly goods* is 6.58 
while that for
 %
shop advocates environment protection' is 7.04 
out of a total rank of 8. These are the two lowest ranking 
factors and are much lower than pricing, proximity to residence/ 
work area, ease of access and good service. In fact, from Table 
19 and 20, only 5.4 percent and 7.5 percent of respondents have 
ranked the two factors respectively higher than 5. T-test 
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results (Tables 81-86) indicate that the mean ranks of the f i r s t 
six factors are significantly different to that of the seveth, 
and hence the eighth factor. 
The above pattern shows that in general price(reasonable 
pricing), convenience(proximity to residential/work area, large 
variety of goods) and service(good service) are the major 
factors in the choice to shop. As discussed in Hypothesis 2 
above, environmental-friendliness ranked low in the factors 
affecting a consumer's choice of product and consequently the 
labelling of a shop
 %
green' alone is not going to attract 
consumers unless the shop also satisfies them in price, 
convenience and service. This will change when 
environmental-friendliness becomes a major factor in the 
decision to purchase. 
Hypothesis 3 is substantiated. 
Testing of Hypothesis 4 
Hypothesis 4: There are three groups of consumers, namely, a. 
those who are consciously green and will look for 
green products/shops; b. those who would be 
interested in green products/shops if made aware 
of where easily available, but not very active in 
finding out for themselves; and c. those who have 
no interest in green products/shops even if they 
are well aware of where to find them. The second 
group is the largest and will constitute the 
majority (over 50 percent) of consumers. 
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Q u e s t i o n 8 & 9 ( T a b l e s 2 1 & 2 2 ) 
From the analyses of Hypotheses 2 and 3 we understand 
that the group of consciously green, ie. those taking 
environmental-friendliness as a major (ranked as top 3) factor 
in their choice to purchase or to shop constitutes only 5.4 to 
7.5 percent of the whole sample of consumers. The remaining 
portion of consumers are therefore either those who would be 
interested in green products/shops if made aware of where easily 
available or those who will not be interested even if they are 
well aware*of where to find them. 
Questions 8 & 9 are designed to test whether these 
consumers are likely to switch to a green product/shop if these 
are adequately advertised and easy to access. From Table 21, 
61.3 percent of respondents say they are either likely, quite 
likely or very likely to switch to a green brand if adequately 
advertised and easy to buy. Excluding the 5.4 percent of 
consciously green, about 55.9 percent of respondents belong to 
the second group. From Table 22, 82.8 percent of respondents 
say they are either likely, quite likely or very likely to 
switch to a green shop if it is easy to access and reasonably 
priced. Excluding the 7.5 percent of consciously green, about 
75.3 percent of respondents belong to the second group. Both 
Questions 8 & 9 indicate that the second group is more than 50 
percent of the whole sample and so is the majority. The 
remaining consumers will fall in the third group, i .e . , those 
who are not Interested in green products even if they are aware 
of where to get them. 
Hypothesis 4 is substantiated. 
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Testing of Hypothesis 5 
Hypothesis 5: Food green products are more attractive to 
consumers than non-food green products. 
Question 10 & 11 (Tables 23 to 40) 
Questions 10 and 11 are designed to test this 
Hypothesis. Of the 9 types of green products listed, e(organic 
vegetables), f(canned food w/o MSG) and h(beverages w/o 
artificial ingredients) are food while the others are non-food 
products. From Table 23 to 31, of the 9 types of green 
products, the one that has been purchased by the highest number 
of consumers down to that by the least are listed below: 
beverages without artificial ingredients - number® 54% 
energy-saving light bulbs - number® 53% 
canned food without MSG — number= 4 4% 
recycled paper products - number® 34% 
hair sprays without CFCs - number® 22% 
cosmetics from natural materials - number® 14% 
organic vegetables - number = 14% 
diapers without dioxin - number® 11% 
recycled glass products - number® 8% 
In the top five ranks, the first and third are food products 
while the second, fourth and fifth are non-food products. There 
is no marked difference in the popularity of the two types of 
products. It is evident that price and convenience have a 
bearing on the popularity of the products. Organic vegetables 
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are ranked sixth probably because they are priced 15 to 30 
percent higher than other produce and are available only in nine 
Park'N Shop outlets. Similarly, energy-saving light-bulbs are 
ranked second probably because other than the fact that they 
save energy, and so are beneficial to the environment, they also 
save money for consumers by using less electricity. As 
cosmetics from natural materials and diapers without dioxin are 
relatively more expensive than their counterparts in the same 
category, this again demonstrated that price of the products 
does affect their popularity. Hairsplays without CFCs is ranked 
fifth but its popularity is much lower than the first four 
products echoing the revelation in testing Hypothesis 1 - the 
issue of banning CFCs is least concerned by consumers. 
Of the 9 types of green products, the one that the 
highest number of consumers will consider buying down to that 
considered by the least are listed below: 
recycled paper products - number= 2 5% 
organic vegetables - number* 21% 
recycled glass products - number* 19% 
beverages without artificial ingredients - number= 16% 
canned food without MSG - number® 14% 
cosmetics from natural materials - number = 13% 
diapers without dioxin - number= 13% 
energy-saving light bulbs - number= 12% 
hair sprays without CFCs - number* 12% 
In the top five ranks, the second, fourth and fifth are 
food products while the first and third are non-food products. 
There is again no marked difference in the popularity of these 
two types of products. As these consumers have not bought the 
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above products before answering this question, organic 
vegetables are ranked higher as the consumers may not know t h a t 
they are more expensive and less easy to purchase than other 
produce. The ranking of 'hair sprays without CFCs' is the 
lowest again reflecting the low level of concern expressed by 
consumers on the issue of ozone degradation. 
Hypothesis 5 is not substantiated. 
Testing of Hypothesis 6 
Hypothesis 6: The tendencies to purchase green products and 
choose green shops are higher for consumers with 
high household income and high education level. 
Crosstabulation of Question 8 & 9 with education level 
and household income is used to test the relationship between 
the tendency to switch to green products(Q8)/shops(Q9) and 
education level, household income. The results are shown in 
Table 89, 90, 94 & 95. 
Contrary to what is expected, the chi-square values of 
the tests between household income and the tendencies to switch 
to green products/shops indicate that the variables are 
independent of each other. 
For education level, the chi-square test indicates that 
it has no relationship with the tendency to switch to a green 
product. However, test between Q9 and the education level 
(Table 94) indicates that those with higher education level 
(university or above) are more inclined to switch to a green 
shop. As there is no indication that this relationship also 
35 
holds for green products, the Hypothesis cannot be established. 
The discrepancy in these results may be due to the small size of 
samples involved and more research has to becarried out to 
clarify this interesting and useful hypothesis. 
Hypothesis 6 is not substantiated. 
Testing of Hypothesis 7 
Hypothesis 7: The tendencies to purchase green products and 
choose green shops are not dependent on the 
consumers* age, sex and area of residence. 
Crosstabulation of Questions 8 & 9 with age, sex and 
area of residence is used to test the relationship between the 
tendency to switch to green products/shops (Q8 & 9) and age, 
sex, area of residence. The results are shown in Table 87, 88, 
91, 92, 93 & 96. 
As expected, the chi-square values of these tests 
indicate that the variables are independent of each other. 
However, the chi-squre value is rather small for the 





(Table 88) which indicates a weak pattern that female consumers 
are more inclined to buy green products. Further research on 
this pattern may give more illuminating results. 
Hypothesis 7 is substantiated. 
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CHAPTER IV 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusions 
From the survey results the following conclusions can be 
drawn. Firstly, although the green-awareness of the local 
consumers is relatively high their level of green-action is 
relatively low. The implication is that much promotion is 
required to arouse consumers' interest in buying green 
products. Secondly, only the green conscious group of consumers 
- those who rank high both on green-awareness and level of 
green-action - will actively look for green products. The 
majority of consumers, although supportive of environment 
protection do not consciously consider 
environmental-friendliness as an essential factor in the 
decision to purchase. They would rather base their decisions 
on the quality, price and brand of the products; and the 
pricing, convenience and service of the shops. Thirdly, the 
green conscious group of consumers only constitute a very small 
proportion of all consumers. The majority of consumers are 
those who will be interested and will buy green products if 
adequate promotion is made to highlight in what way they are 
beneficial to the environment, and provided that these products 
are easy to purchase and not much more expensive than other 
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products in the same category. They will also choose to go to 
shops with a pronounced image of greeness if these shops are as 
convenient and similarly priced as other shops. In spite of the 
first conclusion, it is also concluded that there is profound 
potential in the marketing of green products given proper 
promotion and choice of retail outlets. 
Fourthly, there is no marked difference in 
attractiveness between food and non-food green products. What 
is more influential to their attractiveness is the price and 
availability of these products. Fifthly, slightly to my 
surprise, tendencies to purchase green products and choose green 
shops have no direct and clear relationship with household 
income. As for education level, there is evidence that the 
tendency to choose a green shop is directly related to the level 
of education. However, there is no such pattern on the tendency 
to choose a green product. It is therefore not possible, in 
this research, to conclude that consumers with higher education 
level are more inclined to become green consumers. Finally, 
there is also no relationship between the consumers' age, sex 
and area of residence and the tendencies to become a green 
consumer although there is a weak pattern showing that females 
are more inclined to purchase green products. The implication 
is that there is no need for customer demographic segmentation 
with respect to household income, age, and area of residence in 
planning for the marketing of green products, but there may be a 
need to segment consumer groups with respect to their sex and 
education levels. 
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R e c o m m e n d a t i o n s 
The research has brought out some useful conclusions but 
it is recommended that the following further actions should be 
taken to get a better picture of the potential of marketing 
green products. Firstly, time and resource constraints dictated 
the method of survey and the number of questionnaires that can 
be sent. It is recommended that the rate of response can be 
raised by combining the mail questionnaire method with personal 
collection. Personal interview of customers should also be 
considered. This should be conducted outside supermarkets as 
this survey indicates that most of the consumers like to 
purchase at supermarkets. Secondly, further surveys should be 
conducted in consumer sectors in the lower-income population as 
there is great potential in that market in terms of the number 
of consumers. Thirdly, the questionnaire should be refined to 
contain less jargons and be shorter. Use of Chinese 
questionnaires should help to increase the response rate 
especially in the survey of the lower-income sector. Finally, I 
am st i l l unconvinced that there is no direct and clear 
relationship between education level/household income and the 
tendency to be green consumers. Further research on this aspect 
should be conducted as these relationships will be highly useful 
in the segmentation of consumers when a marketing plan is being 
devised for green products. 
In the meanwhile, It is recommended that marketing 
managers should pay attention to the following points in 
marketing green products. Firstly, as quality and brand are 
considered very important by consumers, effort should be made to 
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integrate these attributes with environmental-friendliness, 
i .e. , establish the image of "famous quality green product.* 
This can either be done by heavy promotion or by marketing these 
green goods as a new model of an existing popular brand. 
Secondly, effort should be made to designate separate shelves 
for displaying green products in supermarkets. This would not 
only help the conscious green consumers to pick their favourite 
goods but also stimulate the interest of the majotity of 
consumers to purchase green products. Finally, as there is 
evidence that people with high education level are more inclined 
to be green consumers, preliminary promotion effort should be 
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1
 Purchasing Behaviour 
Towards Non-durable Goods 
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m m a s w w M S B L 
E^EJLJL 
Q1 Please indicate how often in a week do you buy consumer p roduc t s : 
a. Everyday 
b. Three to four times a week 
c. Once or twice a week 
d. Less than once a week 
Q2 Where do you usually do your shopping for toiletries? Please 
pick any one of the following: 
a. Shops near your residence 
b. Shops near your office 
c. In shopping centres or department stores which are not close 
to your residence or office 
d. No particular preference, i.e. any or all of the above 
e. Others, please indicate 
Q3 Please indicate what types of shops you usually go to buy 
toiletries: 
a. Supermarkets 
b The toiletry section of department stores 
c. Special toiletry shops which carry only a single or a few 
famous brands 
d. No particular preference, i.e. any or all of the above 
e. Others, please indicate 
Q4 Where do you usually do your shopping for canned food or 
beverages? Please pick any one of the following: 
a. Shops near your residence 
b. Shops near your office 
c. In shopping centres or department stores which are not close 
to your residence or office 
d. No particular preference, i.e. any or all of the above 
e. Others, please indicate 
Q5 Please indicate what types of shops you usually go to buy canned 
food or beverages: 
a. Supermarkets 
b The foodstuff section of department stores 
c. Local grocery stores 
d. No particular preference, i.e. any or all of the above 
e. Others, please indicate 
Q6 Of the seven features listed below, please rank in order of 
importance (1 for most important, 2 for second most important, up 
through 7 for least important) those affecting your choice for a 





e. ease of purchase 
f. gifts and souvenirs 
g. environmental-friendliness 
Q7 Of the eight features listed below, please rank in order of 
importance (1 for most important, 2 for second most important, up 
through 8 for least important) those affecting your choice of the 
place to do your shopping: 
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a. ease of access 
b. proximity to residential/work area 
c. good service 
d. reasonable pricing 
e. large variety of goods 
f. stocks include famous quality brands 
g. stocks include environmental-friendly goods 
h. the shop is known to advocate environment protection 
Q8 Imagine that during your next shopping, you find a new brand 
advertised as manufactured with environmentally-friendly material 
and is displayed next to the usual brand that you buy which is 
not advertised as such. How likely are you to switch to the new 
brand if their prices are the same? 
Very Hot likely 
Likely 1 2 3 4 5 6 7 at all 
Q9 If a shop advertised as a strong advocate of environment 
protection is as convenient to access and similarly priced as 
other shops, how likely are you to choose to shop there? 
Very Not likely 
Likely 1 2 3 4 5 6 7 at all 
Q10 The following is a l ist of common environmentally-friendly 
products being marketed in Hong Kong. Please tick those items 
that you have purchased before: 
a. hair spray containing no chloroflourocarbons(CFCs) 
I D . cosmetics made from natural material and without using animal 
testing 
c. paper products made from recycled paper 
d. glassware made of recycled glass 
e. organic vegetable (i.e. those not sprayed with pesticides or 
chemical fertilizers) 
f. canned/packaged food without the additive monosodium glutamate 
( ) 
g. diapers not containing the poisonous chemical dioxin 
h. beverages not containing artificial flavour or ingredients 
that will affect human health 
i. energy-saving light bulbs 
Qll You may not have purchased any of the products listed in Q10 
above. Please indicate three of the products that you are most 
likely (or most often if you have already been buying them) to 




- c. d. e. f. g. h. i. 
Q12 Please indicate whether you agree or disagree with the followinq 
statements. 
. * .. strongly strongly 
a. To control the greenhouse effect the agree disagree 
Government should control the amount of 
C02 emission by major industries when 
they consume increasing amount of coal and 1 2 3 4 5 
oil. 
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s t r o n g l y strongly 
a g r e e disagree 
b. The greenhouse effect should be controlled 
even if it means reducing the rate of 
industrial development and more expensive 
fuels. 1 2 3 4 5 
c. Excessive demand for paper and timber 
goods is detrimental to the environment as 
it encourages extensive cutting down of 
rain forests. 1 2 3 4 5 
d. Governments of more affluent countries 
should subsidize countries that depend on 
timber felling as their major source of 
revenue even if higher tax rate is 
required in the former to cover the 
additional expenditure. 1 2 3 4 5 
e. The ozone layer is being degraded by the 
excessive emmission of chlorofluorocarbons 
(CFCs) used in aerosal propellants and 
refrigerants and so the use of CFCs should 
be banned. 1 2 3 4 5 
f. CFCs should be banned even if it means 
more expensive refrigerators and air 
conditioners. 1 2 3 4 5 
g. Use of plastic bags should be discouraged 
as the accumulation of these 
non-biodegradable material will undermine 
environment of the earth. 1 2 3 4 5 
h. Use of plastic bags should be discouraged 
even if it means bringing your own bag for 
shopping and rejecting offer of free bags 
by the store. 1 2 3 4 5 
i. Consumption of organically grown 
vegetables should be encouraged by the 
Government as they are safer than 
vegetables which are sprayed with 
pesticides. 1 2 3 4 5 
j Consumption of organically grown 
vegetables should be encouraged even if 
they are slightly more expensive and would 
not stay as fresh as long as those sprayed 
with pesticideds. 1 2 3 4 5 
k. Manufacture of recycled paper, plastic and 
glass should be encouraged. 1 2 3 4 5 
1 Recycling paper, plastic and glass should 
be encouraged even if it means that you 
have to make an effort to separate them in 
your rubbish before disposal. 1 2 3 4 5 
m. The additive monosodium glutamate( ) is 
bad for health and should not be allowed 
to be used in imported canned foodstuff. 1 2 3 4 5 
n. Monosodium glutamate should be banned in 
imported canned food even if it means much 
lesser choice of and more expensive 
foodstuff. 1 2 3 4 5 
o. To help reduce rubbish accumulation, you 
would avoid going to shops or fast food 
outlets which use a lot of paper or 
plastic for packagings. 1 2 3 4 5 
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Q13 Have you heard of the following societies in Hong Kong? 
a. Green Power 
b. Friends of the Earth 
c. The Conservancy Association 
d. Elefriends HK 
e. The Friends of Black River 
Q14 Have you ever taken part in the activities organized by any one 
of the societies named in Q13 above? 
a. Yes, they are _ _ 
b. No 
Part III 





e. 41 and above 
Q16 Please indicate your sex 
a. Male 
b. Female 




d. Post-graduate degree 
Q18 The household income per month of your flat is 
a. below $20,000 
b. $20,000 to $39,999 
c. $40,000 to $74,999 
d. $75,000 to $99,999 
e. $100,000 or above 
*** END OF QUESTIONNAIRE *** 
THANK YOU FOR YOUR KIND CO-OPERATION 
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APPENDIX B 





FREQUENCIES VARIABLES = 81 TO Q14 AGE SEX ED_LEVEL HJNCOHE ESTATE. 
The ray da ta or t r a n s f o r a t i o n pass i s proceeding 
93 ca se s a r e w r i t t e n t o t h e unconpressed a c t i v e f i l e . 
***** Heiory alows a total of 11617 Values, accunulated across all Variables. 
There also say be up to 1452 Value Labels for each Variable. 
Page 3 SPSS/PC+ TABLE 1 5/2/91 
61 CONSUMER 600DS - SHOPING FREQUENCY 
Valid CUA 
Value Label Value Frequency Percent Percent Percent 
EVERYDAY 1 16 17.2 17.2 17.2 
3-4 TIMES PER WEK 2 24 25.8 25.8 43.0 
1-2 TIMES PER WEK 3 42 45.2 45.2 88.2 
< ONCE PER WEEK 4 11 11.8 11.8 100.0 
TOTAL 93 100.0 100,0 
Valid Cases 93 Kissing Cases 0 
Page 4 SPSS/PC+ TABLE 2 5/2/91 
Q2 TOILETRIES - WHERE TO BUY? 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
NEAR RESIDENCE 1 81 87.1 87.1 87.1 
NEAR OFFICE 2 2 2.2 2.2 89.2 
SHOPPING CENTRES 3 1 LI 1,1 90.3 
NO PREFERENCE 4 9 9.7 9.7 100,0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 5 SPSS/PC+ TABLE 3 5/2/91 
Q3 TOILETRIES - TYPE OF SHOP 
Valid Cu» 
Value Label Value Frequency Percent Percent Percent 
SUPERMARKETS 1 74 79.6 79.6 79.6 
DEPT. STORES 2 2 2.2 2.2 81.7 
SPECIALTY SHOPS 3 2 2.2 2.2 83.9 
NO PREFERENCE 4 14 15.1 15.1 98.9 
OTHERS 5 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
t 
Page 6 SPSS/PC+ TABLE 4 5 /2 /91 
64 CANNED FOOD/BEVERAGES - WHERE TO BUY? 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
NEAR RESIDENCE 1 87 93.5 93.5 93.5 
NEAR OFFICE 2 2 2.2 2.2 95.7 
NO PREFERENCE 4 4 4.3 4.3 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 7 SPSS/PC* TABLE 5 5/2/91 
Q5 CANNED FOOD/BEVERAGES - TYPE OF SHOP 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
SUPERMARKETS 1 88 94.6 94.6 94.6 
LOCAL GROCERY STORES 3 1 1.1 U 95.7 
NO PREFERENCE 4 4 4.3 4.3 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 




ue Label Value Frequency Percent Percent Percent 
1 31 33.3 33.3 33.3 
2 41 44.1 44.1 77.4 
3 17 18.3 18.3 S5.7 
5 2 2.2 2.2 97.8 
6 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
2 
49 
Page 9 SPSS/PC* TABLE 7 5 / 2 / 91 
Q6.2 QUALITY 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
1 56 60.2 60.2 60.2 
2 23 24.7 24.7 84.9 
3 12 12.9 12.9 97.8 
4 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 10 SPSS/PC* TABLE 8 5/2/91 
86.3 BRAND 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
1 2 2.2 2.2 2.2 
2 17 18.3 18.3 20.4 
3 26 28.0 28.0 48.4 
4 28 30.1 30.1 78.5 
5 8 8.6 8.6 87.1 
6 9 9.7 9.7 96.8 
7 3 3.2 3.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 11 SPSS/PC* TABLE 9 5/2/91 
Q6.4 PACKAGING 
Valid CUR 
Value Label Value Frequency Percent Percent Percent 
2 1 1.1 1.1 1.1 
3 8 8.6 8.6 9.7 
4 21 22.6 22.6 32.3 
5 32 34.4 34.4 66.7 
6 23 24.7 24.7 91.4 
7 8 8.6 8.6 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
3 
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Page 69 SPSS/PC+ TABLE 67 5/2 /91 
68.5 EASE OF PURCHASE 
VsHd CUR 
Value Label Value Frequency Percent Percent Percent 
1 4 4.3 4.3 4.3 
2 10 10.8 10.8 15.1 
3 24 25.8 25.8 40.9 
4 25 26.9 28.9 67.7 
5 27 29.0 29.0 96.8 
6 1 1.1 1.1 97.8 
7 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 13 SPSS/PC+ TABLE 11 5/2/91 
86.6 GIFTS «c SOUVENIRS 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
3 2 2.2 2.2 2.2 
4 7 7.5 7.5 9.7 
5 8 8.6 8.6 18.3 
6 31 33.3 33.3 51.6 
7 45 48.4 48.4 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 14 SPSS/PC* TABLE 12 5/2/91 
86.7 ENVIRQNHENTAL-FRIENSLINESS 
Valid Cu» 
Value Label Value Frequency Percent Percent Percent 
2 1 1.1 1.1 1.1 
3 4 4.3 4.3 5.4 
4 10 10.8 10.8 16.1 
5 16 17.2 17.2 33.3 
6 27 29.0 29.0 62.4 
7 35 37.6 37.6 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
22 
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Page 60 SPSS/PC+ TABLE 5B 5/2/91 
87.1 EASE OF ACCES  
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
1 23 24.7 24.7 24.7 
2 IS 17.2 17.2 41.9 
3 13 14.0 14.0 55.9 
4 16 17.2 17.2 73.1 
5 15 16.1 16.1 89.2 
6 5 5.4 5.4 94.6 
7 4 4.3 4.3 98.9 
8 1 Ut 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Missing Cases 0 
Pag* SPSS/PC* TABLE 14 5/2/91 
67.? PftOXIKITY TO RESIDENTIAL/KQRK AREA 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
1 26 28.0 28.0 28.0 
2 22 23.7 23.7 51.6 
3 15 16.1 16.1 67.7 
4 13 14.0 14.0 81.7 
5 10 10.8 10.8 92.5 
6 6 6.5 6.5 98.9 
8 1 U LI 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
g^e 17 SPSS/PC* TABLE 15 5/2/91 
Q7.3 GOOD SERVICE 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
1 6 6.5 6.5 6.5 
2 12 12.9 12.9 19.4 
3 19 20.4 20.4 39.8 
* 19 20.4 20.4 60.2 
5 23 24.7 24.7 84.9 
6 7 7.5 7.5 92.5 
7 7 7.5 7.5 100.0 




Page 18 SPSS/PC* TABLE 16 5/2/31 
Q7.4 REASONABLE PRICING 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
1 28 30.1 30.1 30.1 
2 27 29.0 29.0 59.1 
3 25 26.9 26.9 86.0 
4 9 9.7 9.7 95.7 
5 2 2.2 2.2 97.8 
6 1 1.1 1.1 98.9 
8 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 19 SPSS/PC* TABLE 17 5/2/91 
67.5 LARGE VARIETY Of GOODS 
Valid Cu* 
Value Label Value Frequency Percent Percent Percent 
1 7 7.5 7.5 7.5 
2 12 12.9 12.9 20.4 
3 15 16.1 16.1 36.6 
4 24 25.8 25.8 62.4 
5 26 28.0 28.0 90.3 
6 6 6.5 6.5 98.8 
7 1 1.1 1.1 97.8 
8 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
6 
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Page 20 SPSS/PC* TABLE IB 5 /2 /91 
Q7.6 STOCKS INCLUDE FAMOUS QUALITY BRANDS 
Valid Cunt 
Value Label Value frequency Percent Percent Percent 
1 1 1.1 1.1 1.1 
2 4 4.3 4.3 5.4 
3 2 2.2 2.2 7.5 
4 4 4.3 4.3 11.8 
5 10 10.8 10.8 22.6 
6 32 34.4 34.4 57.0 
7 19 20.4 20.4 77.4 
8 21 22.6 22.6 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 21 SPSS/PC* TABLE 19 5/2/91 
67.7 SELL ENVIRONMENTAL-FRIENDLY 600DS 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
3 1 1.1 1.1 1.1 
4 6 6.5 6.5 7.5 
5 4 4.3 4.3 11.8 
6 24 25.8 25.8 37.6 
7 43 46.2 46.2 83.9 
8 15 16.1 16.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 22 SPSS/PC* TABLE 20 5/2/91 
Q7.8 SHOP ADVOCATES ENVIRONMENT PROTECTION 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
1 2 2.2 2.2 2.2 
3 3 3.2 3.2 5.4 
4 2 2.2 2.2 7.5 
5 3 3.2 3.2 10.8 
6 12 12.9 12.9 23.7 
7 19 20.4 20.4 44.1 
8 52 55.9 55.9 100.0 
TOTAL 93 100.0 100.0 
7 
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Page 69 SPSS/PC+ TABLE 67 5/2 /91 
68 SWITCH TO GREN GOODS IF ADVERTISED? 
Valid CUA 
Value Label Value Frequency Percent Percent Percent 
VERY LIKELY 1 24 25.B 25.8 25.8 
QUITE LIKELY 2 11 11.8 11.8 37.6 
LIKELY 3 22 23.7 23.7 61.3 
NEUTRAL 4 17 18.3 18.3 79.6 
UNLIKELY 5 8 8.6 8.6 88.2 
QUITE UNLIKELY 6 8 8.6 8.6 96.8 
> VERY UNLIKELY 7 3 3.2 3.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 24 SPSS/PC* TABLE 22 5/2/91 
69 SWITCH TO GREN SHOP IF CONVENIENT? 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
VERY LIKELY 1 34 36.6 36.6 36.6 
SUITE LIKELY 2 17 18.3 18.3 54.8 
LIKELY 3 26 28.0 28.0 82.8 
NEUTRAL 4 !3 14.0 14.0 96.8 
UNLIKELY 5 2 2.2 2.2 98.9 
QUITE UNLIKELY 6 I l.l 1,1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 25 SPSS/PC* TABLE 23 5/2/91 
010.1 HAIR SPRAYS H/0 CFCS 
Valid Cu» 
Value Label Value Frtquency Percent Percent Percent 
HAVE NOT PURCHASED 0 73 78.5 78.5 78.5 
HAVE PURCHASED 1 20 21.5 21.5 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
22 
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Page 60 SPSS/PC+ TABLE 5B 5/2 /91 
610.2 COSHETICS FRO» NATURAL MATERIALS 
Valid Cui 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 80 86.0 86.0 86.0 
HAVE PURCHASED 1 13 14.0 14.0 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 27 SPSS/PC+ TABLE 25 5/2/91 
Q10.3 RECYCLED PAPER PRODUCTS 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 61 65.6 65.6 65.6 
HAVE PURCHASED 1 32 34.4 34.4 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 28 SPSS/PC* TABLE 26 5/2/91 
810.4 RECYCLED SLASS PRODUCTS 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 86 92.5 92.5 92.5 
HAVE PURCHASED 1 7 7.5 7.5 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 29 SPSS/PC* TABLE 27 5/2/91 
810.5 ORGANIC VEGETABLES 
Valid Cu» 
Value Label Value frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 80 86.0 86.0 86.0 
HAVE PURCHASED 1 13 14.0 14.0 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
19 
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Page 30 BPSS/PC+ TABLE 28 5 / 2 / 91 
BIO.6 CANNED POOD W/G MSG 
Valid Cun 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 52 55.9 55.9 55.9 
HAVE PURCHASED 1 41 44.1 44.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 31 SPSS/PC* TABLE 29 5/2/91 
610.7 DIAPERS ti/Q DIOXIN 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 B3 89.2 89.2 89.2 
HAVE PURCHASED 1 •« 10.8 10.8 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
p
ag* 32 SPSS/PCf TABLE 30 5/2/91 
G10.8 BEVERAGES W/Q ARTIFICIAL IN6REDIENTS 
Valid Cui 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 43 46.2 46.2 46.2 
HAVE PURCHASED 1 50 53.8 53.8 100.0 
TOTAL 93 100.0 100.0 




 SPSS/PC+ TABLE 31 5/2/31 
610.9 ENER6Y-SAVIN6 LIGHT BULBS 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT PURCHASED 0 44 47.3 47 3 47 3 
HAVE PURCHASED I 49 52.7 52J 100*0 
TOTAL 93 100.0 100.0 
10 
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Page 30 BPSS/PC+ TABLE 28 5 /2 /91 
611.1 HAIR SPRAYS W/0 CFCS 
Valid CUR 
Value label Value frequency Percent Percent Percent 
WILL NOT PURCHASE 0 82 88.2 88.2 88.2 
WILL PURCHASE 1 11 11.8 11.8 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 35 SPSS/PC+ TABLE 33 5/2/91 
011.2 COSMETICS FROH NATURAL MATERIAL 
Valid Cu» 
Value Label Value Frequency Percent Percent Percent 
HILL NOT PURCHASE 0 81 87.1 87.1 87.1 
HILL PURCHASE 1 12 12.9 12.9 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 36 SPSS/PC* TABLE 34 5/2/91 
611.3 RECYCLED PAPER PRODUCTS 
Valid Cui 
Value Label Value Frequency Percent Percent Percent 
HILL NOT PURCHASE 0 70 75.3 75.3 75.3 
HILL fURCHASE 1 23 24.7 24.7 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 37 SPSS/PC* TABLE 35 5/2/91 
filI.4 RECYCLED GLAS  PRODUCTS 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
HILL NOT PURCHASE 0 75 80.6 80.6 80.6 
HILL PURCHASE 1 18 19.4 19.4 100.0 
TOTAL 93 100.0 100.0 
11 
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Page 30 BPSS/PC+ TABLE 28 5/2 /91 
Oil.5 ORGANIC VEGETABLES 
Valid Cui 
Value Label Value Frequency Percent Percent Percent 
HILL NOT PURCHASE 0 73 78.5 78.5 78.5 
WILL PURCHASE 1 20 21.5 21.5 100.0 
TOTAL 93 100.0 100.0 
Valid Casss 93 Hissing Cases 0 
Page 39 SPSS/PC* TABLE 37 5/2/91 
fill.6 CANNED FOOD W/O KSG 
Valid CUR 
Value Label Value Frequency Percent Percent Percent 
WILL NOT PURCHASE 0 80 86.0 86.0 86.0 
WILL PURCHASE 1 13 14.0 14.0 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 40 SPSS/PC* TABLE 38 5/2/91 
fill.7 DIAPERS W/O DIOXIN 
Valid Cuit 
Value label Value Frequency Percent Percent Percent 
WILL NOT PURCHASE 0 81 87.1 87.1 87.1 
WILL PURCHASE I 12 12.9 12.9 "100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 41 SPSS/PC* TABLE 39 5/2/91 
fill.8 BEVERAGES W/O ARTIFICIAL INGREDIENTS 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
WILL NOT PURCHASE 0 78 83.9 83.9 83.9 
WILL PURCHASE I 15 16.1 16.1 100.0 
TOTAL 93 100.0 100.0 
12 
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Page 42 SPSS/PC* TABLE 40 5 /2 /91 
611 .9 ENERGY-SAVING LIGHT BULBS 
Valid Cui 
Value Label Value Frequency Percent Percent Percent 
HILL NOT PURCHASE 0 82 88.2 88.2 83.2 
MILL PURCHASE I 11 11.8 11.8 100.0 
TOT*L 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 43 SPSS/PC+ TABLE 41 5/2/91 
612.1 CONTROL C02 EMISSION 
Valid Cut 
Value Label Value Frequency fercent Percent Percent 
STR0N6LY AGRE  1 40 43.0 43.0 43.0 
A6REE 2 33 35.5 35.5 78.5 
NEUTRAL 3 19 20.4 20.4 98.9 
STRONGLY DISAGREE 5 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 44 SPSS/PC+ TABLE 42 5/2/91 
612.2 CUT INDUS. DEV 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
STRONGLY A6REE 1 14 15.1 15.1 15.1 
AGRE  2 46 49.5 49.5 64.5 
NEUTRAL 3 26 28.0 28.0 92.5 
DISAGREE 4 6 6.5 6.5 98.9 
STRONGLY DISAGREE 5 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
13 
60 
Page 69 SPSS/PC+ TABLE 67 5 /2 /91 
612.3 PAPER DEMAND CAUSES FELLING OF FORESTS 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 46 49.5 49.5 49.5 
AGRE  2 23 24.7 24.7 74.2 
NEUTRAL 3 19 20.4 20.4 94.6 
DISAGREE 4 2 2.2 2.2 96.8 
STRONGLY DISAGREE 5 3 3.2 3.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 46 SPSS/PC+ TABLE 44 5/2/91 
612.4 SUBSIDISE FOREST FELLING COUNTRIES 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  I 13 14.0 14.0 14.0 
AGRE  2 21 22.6 22.6 36.6 
NEUTRAL 3 43 46.2 46.2 82.8 
DISAGREE 4 14 15.1 15.1 97.8 
STRONGLY DISAGREE 5 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 hissing Cases 0 
Page 47 SPSS/PC* TABLE 45 5/2/91 
612.5 BAN CFCS 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 27 29.0 29.0 29.0 
' A6REE 2 22 23.7 23.7 52.7 
NEUTRAL 3 37 39.8 39.8 92.5 
DISAGREE 4 5 5.4 5.4 17.8 
STRONGLY DISA6REE 5 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
22 
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Page 69 SPSS/PC+ TABLE 67 5 /2 /91 
612.6 BAN CFCS EVEN FOR DEARER REFRIGERATORS 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
STRONGLY A6REE 1 27 29.0 29.0 29.0 
AGRE  2 25 26.9 26.9 55.9 
NEUTRAL 3 29 31.2 31.2 87.1 
DISA6REE 4 10 10.8 10.8 97.8 
STRONGLY DISAGREE 5 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 49 SPSS/PC* TABLE 47 5/2/91 
612.7 DISCOURAGE USE OF PLASTIC BA6S 
Valid Cut 
Value Label Value frequency Percent fercent Percent 
STRONGLY AGRE  1 40 43.0 43.0 43.0 
AGRE  2 26 28.0 28.0 71.0 
NEUTRAL 3 20 21.5 21.5 92.5 
DISAGREE 4 7 7.5 7.5 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 50 SPSS/PC* TABLE 48 5/2/91 
812.8 BRIN8INS OWN BAG TO SHOP 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
STRONGLY AGRE  1 27 29.0 29.0 29.fr 
AGRE  2 25 26.9 26.9 55.9 
NEUTRAL 3 18 19.4 19.4 75.3 
DISAGREE 4 19 20.4 20.4 95.7 
STRONGLY DISAGREE 5 4 4.3 4.3 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
22 
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Page 51 SPSS/PC* TABLE 49 5 /2 /91 
Q12.9 ENCOURAGE CONSUMING ORGANIC VEGETABLES 
Valid Cu» 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 41 44.1 44.1 44.1 
AGRE  2 32 34.4 34.4 78.5 
NEUTRAL 3 19 20.4 20.4 98.9 
DISAGREE 4 1 l.t 1.1 100.0 
TOTAL 93 lOO.O 100.0 
Valid Cases 93 Hissing Cases 0 
Page 52 SPSS/PC* TABLE 50 5/2/91 
612.10 CONSUME ORGANIC VEGETABLES EVEN DEARER 
Valid Cun 
Value Libel Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 29 31.2 31.2 31.2 
AGRE  2 36 38.7 38.7 €9.  
NEUTRAL 3 25 26.9 26.9 96.8 
DISAGREE 4 3 3.2 3.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing C a s e s 0 
Page 53 SPSS/PC* TABLE 51 5/2/91 
612.11 PROMOTE RECYCUN6 PAPER, PLASTIC It GLAS  
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  I 62 66.7 66.7 66.7 
2 20 21.5 21.5 88.2 
NEUTRAL 3 7 7.5 7.5 95.7 
DISAGREE 4 2 2.2 2.2 97.8 
STRONGLY DISA6REE 5 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
16 
63 
Page 69 SPSS/PC+ TABLE 67 5 /2 /91 
Q12.12 SEPARATE PAPER, PLASTIC t 6LASS IN TRASH 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 48 51.6 51.6 51.6 
AGRE  2 23 31.2 31.2 82.8 
NEUTRAL 3 12 12.9 12.9 95.7 
DISAGREE 4 3 3.2 3.2 9®. 9 
STRONGLY DISAGREE 5 I 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 55 SPSS/PC* TABLE 53 5/2/91 
Q12.13 BAN MSG 
Valid Cut 
Value label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 35 37.6 37.6 37.6 
AGRE  2 29 31.2 31.2 68.8 
NEUTRAL 3 22 23.7 23.7 92.5 
DISAGREE 4 6 6.5 6.5 98.9 
STRONGLY DISAGREE 5 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 56 SPSS/PC* TABLE 54 5/2/91 
Q12.14 BAN HSG EVEN LESS CHOICE OF CANNED FOOD 
Valid CUB 
Value Label Value Frequency Percent Percent Percent 
STRONGLY AGRE  1 27 29.0 29.0 29.0 
AGRE  2 28 30.1 30.1 59.1 
NEUTRAL 3 28 30.1 30.1 89.2 
DISAGREE 4 8 8.6 8.6 97.8 
STR0N6LY DISA6REE 5 2 2.2 2.2 100.0 
TOTAL 93 100.0 100*0 
Valid Cases 93 Hissing Cases 0 
22 
64 
Page 69 SPSS/PC+ TABLE 67 5 /2 / 91 
612.15 BOYCOT  SHOPS USING EXCESSIVE PACKAGINGS 
Valid Cut 
Value label Value frequency Percent Percent Percent 
STRONGLY AGRE  1 17 18.3 18.3 18.3 
AGRE  2 23 24.7 24.7 43.0 
NEUTRAL 3 32 34.4 34.4 77.4 
DISAGREE 4 14 15.1 15.1 92.5 
STR0N6LY DISAGREE 5 7 7.5 7.5 100.0 
TOTAL 93 100.0 100/0 
Valid Cases 93 Hissing Cases 0 
Page 58 SPSS/PC* TABLE 56 5/2/91 
613.1 GREN POWER 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
HAVE NOT HEARD OF 0 17 18.3 18.3 18.3 
HAVE HEARD Of 1 76 81.7 81.7 100.0 
TftTAl 93 100.0 100.0 
Valid Cases 93 Kissing Uses 0 
Page 59 SPSS/PC* TABLE 57 5/2/91 
613.2 FRIENDS -Of THE EARTH 
Valid Cut 
Value label Value frequency Percent Percent Percent 
HAVE NOT HEARD OF 0 34 3G.6 3S.6 36.6 
HAVE HEARD €f 1 59 63.4 63.4 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
22 
6 5 
Page 60 SPSS/PC+ TABLE 5B 5 / 2 / 91 
613.3 THE CONSERVANCY ASSOCIATION 
Vali d Cut 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT HEARD OF 0 77 82.8 82.8 82.8 
HAVE HEARD OF 1 16 17.2 17.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 61 SPSS/PC* TABLE 59 5/2/91 
613.4 ELEFRIENDS HK 
Valid Cu» 
Value Label Value Frequency Percent Percent Percent 
HAVE NOT HEARS CF 0 91 97.8 97.8 97.8 
HAVE HEARD OF I 2 2.2 2.2 100.0 
TOTAL 93 100.0 100.0 
Valid Cases S3 Kissing Cases 0 
Page 62 SPSS/PC* TABLE 60 5/2/91 
613.5 THE FRIENDS €F BLACK RIVER 
Valid CUB 
Value label Value Frequency Percent Percent Percent 
HAVE NOT HEARD OF 0 92 98.9 98.9 98.9 
HAVE HEARD OF 1 1 1.1 1.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 63 SPSS/PC* TABLE 61 5/2/91 
614 TAKEN PART IN 6REEN-ACTIVITIES? 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
NO 0 89 95.7 95.7 95.7 
YES I 4 4.3 4.3 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
19 
66 
Page 64 SPSS/PO TABLE 62 5 /2 /91 
AGE 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
20-25 1 8 8.6 8.6 8.6 
26-30 2 18 19.4 15.4 28.0 
31-35 3 26 28.0 28.0 55.9 
36-40 4 22 23.7 23.7 79.6 
41 & ABOVE 5 19 20.4 20.4 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
Page 65 SPSS/PC* TABLE 63 5/2/91 
SEX 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
KALE 1 56 60.2 60.2 60.2 
fEHAUE 2 37 39.8 39.8 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
Page 66 SPSS/PC* TABLE 64 5/2/91 
ED LEVEL 
Valid Cut 
Value Label Value frequency Percent Percent Percent 
SECONDARY I 23 24.7 24.7 24.7 
MATRICULATED 2 20 21.3 21.5 46.2 
UNIVERSITY 3 39 41.9 41.9 88.2 
POST-GRADUATE BE8REE 4 11 11.8 11.8 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Kissing Cases 0 
20 
67 
Page 67 SPSS/PC* TABLE 65 5 /2 /91 
B_INCOME 
Valid Cut 
Value Label Value Frequency Percent Percent Percent 
BELOW $20,000 1 24 25.B 25.8 25.8 
$20,000 TO $39,999 2 46 49.5 49.5 75.3 
$40,000 TO $74,S99 3 18 19.4 19.4 94.6 
$75,000 10 $99,999 4 4 4.3 4.3 93.9 
$100,000 OR ABOVE 5 1 1.1 1.1 100.0 
TOTAL 93 tOO.O 100.0 
Valid Cases 93 Hissing Cases 0 
Page 68 SPSS/PC* TABLE 66 5/2/91 
ESTATE 
Valid CUB 
Value label Value Frequency Percent Percent Percent 
KEI FOO SUN mm 1 22 23.7 23.7 23.7 
SHATIN CITY ONE 2 16 17.2 17.2 40.9 
TAI KOO SHINS 3 18 19.4 19.4 60.2 
CHI FU FA YUEN 4 22 23.7 23.7 S3.9 
WHAHPOA SAR&ENS 5 15 16.1 16.1 100.0 
TOTAL 93 100.0 100.0 
Valid Cases 93 Hissing Cases 0 
21 
68 
Page 69 SPSS/PC+ TABLE 67 5 / 2 / 91 
This procedure vas cotpleted at 12:00:49 
DESCRIPTION VARIABLES * Q1 TO 014 AGE SEX EDJ.EVEL HJNCOKE ESTATE 
/STATISTICS = 13. 
Page 70 SPSS/PC* 5/2/91 
Nuftber of Valid Observations CListvise) * 93.00 
Variable Mean Std Dev (finiftUR $axi»ui N Label 
61 2.52 .92 1 4 S3 CGNSUKER60Q&S - SHO 
82 1.33 .91 I 4 93 TOILETRIES - WERE T 
63 1.56 1.16 1 5 93 TOILETRIES - TYPE 8F 
64 1.15 -.62 1 4 93 CANNED FOOD/BEVERAGE 
65 1.15 .64 1 4 93 CANNED FOOD/BEVERAGE 
66.1 2.00 1.03 1 6 93 PRICE 
66.2 1.57 .80 1 4 93 6UALITY 
66.3 3.67 1.37 1 7 93 BRAND 
66.4 4.99 1.13 2 7 93 PACKAGING -
86.5 3.77 1.25 1 7 93 EASE tf PURCHASE 
86.6 6.18 1.02 3 7 93 GIFTS I SOUVENIRS 
06.7 5.82 1.23 2 7 93 ENVIR0W1ENTAL-FR1END 
07.1 3.22 1.85 1 8 93 EASE OF ACCES  
67.2 2.81 1.66 t 8 93 PROXIMITY TO RES I DEN 
07.3 3.97 1.60 1 7 93 GOOD SERVICE 
67.4 2.33 1.27 1 8 93 REASOMABLE PRICING 
67.5 3.88 1.53 1 8 93 LARGE VARIETY OF 600 
€7.6 6.17 1.59 1 8 93 STOCKS INCLUDE FAMO  
67.7 6.58 1.09 3 6 93 SELL ENVIRONNEHTAL-F 
-Q7.8 7.04 1.52 1 8 93 SHOP ADVOCATES ENVIfr 
08 3.11 1.73 1 7 93 SNITCH TO 6REEM 600fr 
69 2.30 1.22 1 6 93 SUITCt TO GREN SHOP 
610.1 .22 .41 0 1 93 HAIR SPRAYS U/0 
010.2 .14 . 35 0 1 93 COSMETICS FROM NATUR 
010.3 .34 .48 0 1 93 RECYCLED PAPER PROBH 
010.4 .08 .27 0 1 93 RECYCLED GUSS PRODU 
010.5 .14 .35 0 1 93 0R6ANIC VEGETABLES 
010.6 .44 .50 0 1 93 CANNED FOOD «/0 HSG 
010.7 .11 .31 0 1 93 DIAPERS tf/O DIOXIN 
010.8 .54 .50 0 1 93 BEVERA6ES H/fl ART IF I 
010.9 .53 .50 0 1 93 ENERGY-SAVING LIGHT 
011.1 .12 . 32 0 1 93 HAIR SPRAYS U/0 CFCS 
011.2 .13 .34 0 1 93 COSMETICS FROK NATOR 
011.3 .25 .43 0 1 93 RECYCLED PAPER PRGDU 
011.4 .19 .40 0 1 93 RECYCLE* 6LASS PRODU 
011.5 .22 .41 0 I 93 ORGANIC VEGETABLES 
22 
69 
72 SPSS/PC* TABLE 67 (CON'T) 5 / 2 / 91 
Nuiber of Valid Observations (Listvise) » 93.00 
Variable Mean Std Dev Minimi* MaxituB K Label 
011.6 .14 .35 0 1 93 CANNED FOOD W/0 MSG 
6H.7 .13 . 34 0 1 93 DIAPERS H/0 DIOXIS 
MS .16 .37 0 1 93 BEVERAGES «/0 ARTIFI 
0U.9
 4
 .12 . 32 0 1 93 ENER6Y-SAVING LIGHT 
012.1 1.81 .84 r * 5 > 93 CONTROL C02 EMISSION 
612.2 2.29 .84
 J
 1 5 93 CUT INDUS. DEV 
012-3 1.85 1.03 I 5 93 PAPER DEMAND CAUSES 
S12.4 2.69 .97 1 5 93 SUBSIDISE FflREST FEL 
€12.5 2.28 1.01 1 5 93 IAN CFCS 
§12.6 2.30 1.07 1 5 S3 BAN CFCS £VEN FOR DE 
612.7 1.94 .98 1 4 93 DISCOURAGE USE OF PL 
612.8 2.44 1.23 1 5 93 BRINGING OHN BAt TO 
1^2.9 1.78 .81 I 4 93 CNC0URA& CONSUMING • 
§12.10 2.02 .85 I 4 93 CONSUME ORGANIC VE6E 
012.H 1.52 .89 1 5 93 PROMOTE RECYCLING PA 
012.12 1.71 .89 1 5 93 SEPARATE PAPER, PLAS 
012.13 2.02 . 99 1 5 93 BAN MSG 
B12.14 2.25 1.04 1 5 93 BAN HS6 EVEN LESS Ct 
€12.15 2.69 1.16 1 5 93 BOYCOT  SHOPS USING 
613.1 .82 . 39 0 1 93 GREN POHER 
013.2 .63 .48 0 1 93 FRIENDS OF THE EARTH 
013.3 .17 .38 0 1 93 THE CONSERVATION ASS 
013.4 .02 .15 0 1 93 ELEFRIENDS HK 
013.5 .01 .10 0 1 93 THE FRIENDS OF RACK 
014 .04 . 20 0 1 93 TAKEN PART IN GREEN-
AGE 3.28 1.24 1 5 93 
SEX 1.40 .49 1 ' 2 93 
EDJ.EVEL 2.41 .99 1 4 93 . 
HJNCOME 2.05 ,85 1 5 93 




T-TEST PAIRS « 012.13 612.14. 
Page 87 SPSS/PC* TABLE 74 5 /2 /91 
faired satples t-tests 612.1 CONTROL C02 EMISSION 
012.2 CUT INDUS. BEV 
Variable Nuiber Standard Standard 
of Cases Mean Deviation Error 
612.1 93 1.8065 .837 .087 
612.2 93 2.2903 .842 . 087 
{Difference) Standard Standard 3 2-Tail 3 t Degrees of 2~Tail 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedos Prob. 
3 3 
-.4839 .985 .102 3 .312 .002 3 -4.74 92 .000 
Page 76 SPSS/PC* 5/2/91 
This procedure vas cospleted at 12s01:33 
T-TEST PAIRS * 012.3 612.4. 
Page 77 SPSS/PC* TABLE €9 5/2/91 
Paired tatples t-tests 012.3 PAPEft DEMAND CAUSES FELLING OF FORESTS 
612.4 SUBSIDISE FOREST FELLING COUNTRIES 
Variable Nusber Standard Standard 
of Cases Mean Deviation Error 
" 612.3 93 1.8495 1.032 .107 
012.4 93 2.6882 . 967 .100 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tait 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedo® Prob. 
3 3 
-.8387 1.066 .111 3 . 432 . 000 3 -7.59 92 . 000 
Page 78 SPSS/PC* 5/2/91 
This procedure vts cotpleied at 12;01:36 
30 
71 
T-TEST PAIRS - 612 .5 612 .6 . 
Page 79 SPSS/PC* TABLE 70 5 /2 /91 
Paired satples t-test: 612.5 BAN CfCS 
612.6 BAN CFCS EVEN FOR DEARER REFRIGERATORS 
Variable Nuftber Standard Standard 
of Cases tiean Deviation Error 
612.5 93 2.2796 1.015 .105 
§12.6 93 2.3011 1.071 .111 
(Difference) Standard Standard 3 2-Tail 3 I Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value Freedoi Prob. 
3 3 
* -.0215 .859 . 089 3 .662 .00$ 3 -.24 92 .810 
Page 80 SPSS/PC* 5/2/91 
This procedure vas completed at 12:01:40 
T-TEST PAIRS = 612.7 612.8. 
Page 81 SPSS/PC* TABLE 71 5/2/31 
Paired sables t-test: 612.7 DISCOURAGE USE OF PLASTIC BAGS 
612.8 BRIN6IN8 <M BA6 TO SHOP 
Variable Nuiber Standard Standard 
of Cases Hean Deviation Error 
©12.7 93 1.9355 .376 .101 
$12.8 93 2.4409 1.229 .127 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
ttean Deviation €ror 3 Corr. Prob. 3 Value Freedoi Prob. 
3 3 
-.5054 1.030 .113 3 . 532 . 000 3 -4.47 92 . 000 
23 
72 
T-TEST PAIRS « 012.13 612.14. 
Page 87 SPSS/PC* TABLE 74 5 /2 /91 
Paired saiples t-test] 612.9 ENCOURAGE CONSUMING ORGANIC VEGETABLES 
012.10 C0N5UHE ORGANIC VEGETABLES EVEN DEARER 
Variable Nutber Standard Standard 
of Cases Heart Devi alien Error 
C12.9 93 1.7849 .806 .084 
612.10 93 2.0215 .847 .088 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob* 3 Value Fr*edo» Prob. 
3 3 
-.2366 . 758 .073 3 .581 .000 3 -3.C1 92 .003 
Page 84 SPSS/PC* 5/2/91 
This procedure vas coapieted at 12:01:47 
T-TEST PAIRS « §12.11 612,12. 
Page 85 SPSS/PC* TABLE 73 5/2/91 
Paired saiples t-test: 612.11 PR0H&TE RECYCLING PAPER, PLASTIC t 6LASS 
112.12 SEPARATE PAPER, PLASTIC V GLAS  IK TRASH 
Variable Nutber Standard Standard 
of Cases Hean Deviation Error 
012.11 93 1.5161 .892 .093 
€12.12 93 1.7097 .892 .092 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value Fr«edo« Prob. 
3 3 
-.1935 .726 .075 3 .669 . 000 3 -2.57 92 . 012 
30 
73 
T-TEST PAIRS « 012 .13 612 .14 . 
Page 87 SPSS/PC* TABLE 74 5 /2 /91 
Paired saaples t-test: €12.13 BAN HS8 
612.14 " BAN HSS EVEN LESS CHOICE OF CANNED FOOD 
Variable Nutber Standard Standard 
of Cases Hean Deviation Error 
612.13 93 2.0215 .989 .103 
612.14 93 2.2473 1.039 .108 
D^ifference) Standard Standard 3 2-Tail 3 I Degrees of 2-Tail 
Kean Deviation Error 3 Corr. Prob. 3 Valu* Freedoi Prob. 
3 3 
-.2258 .823 . 085 3 . 672 . 000 3 -2.65 92 .010 
Page 88 SPSS/PC+ 5/2/91 
This procedure vas cotpleted at I2:01i54 
T-TEST PAIRS = 66.1 G6.7. 
Page 89 SPSS/PC* TABLE 75 5/2/91 
Paired staples t-test: 66.1 PRICE 
66.7 ENVIRONHENT AL-FRIENDLI NESS 
Variable fiuiber Standard Standard 
of Cases Hean Deviation Crror 
66.1 93 2.0000 1.032 .107 
66.7 93 5.8172 1.233 .128 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value Freedoi Prob. 
3 3 
-3.8172 1.687 .175 3 -.102 . 328 3 -21.82 92 . 000 
30 
n 
T-TEST PAIRS « 66 . 2 G6.7. 
Page 9 ! SPSS/PC* TABLE 76 5 /2 /91 
faired sasples t-test: €6.2 6UALITY 
66.7 ENVIRONHENTAL-FRi ENDL1 NESS 
Variable Nu«ber Standard Standard 
of Cases Hean Deviation Error 
66.2 93 1.5699 .739 .083 
§6.7 93 5.8172 1.233 .128 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Bean Deviation Error 3 Corr. Prob. 3 Value freedot Prob. 
3 3 
-4.2473 1.442 .150 3 . 041 .699 3 -28.40 92 .000 
Page 92 SPSS/PC* 5/2/91 
This procedure was cospleted at I2i02:0l 
T-TEST PAIRS * 86.3 66.7. 
PA6E 93 SPSS/PC* TABLE 77 5/2/91 
Paired satples t-test: 66.3 BRAND 
£6.7 ENV IRtMWENTAL-FR IENDLINESS 
Variable Nutber Standard Standard 
of Cases Mean Deviation Error 
66.3 93 3.6667 1.370 .142 
66.7 93 5.8172 1.233 .128 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value Freedot Prob. 
3 3 
-2.1505 2.141 .222 3 -.352 .001 3 -9.68 92 .000 
28 
75 
T-TEST PAIRS = 06 .4 06 . 7 . 
Page 95 SPSS/PC* TABLE 78 5 /2 /91 
Paired samples t-test: 66.4 FACKA8IN6 
66.7 ENVIRONMENTAL-FRIENDLINES  
Variable Huiber Standard Standard 
of Cases Mean Deviation Error 
66.4 93 4.9892 1.128 .117 
66.7 93 5.8172 1.233 .12& 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedos Prob. 
3 3 
-.8280 1.874 .194 3 -.259 . 012 3 -4.26 92 .000 
fage 96 SPSS/PC* 5/2/91 
This procedure was co»pleted at 12:02:08 
T-TEST PAIRS » 66.5 66.7. 
Page 97 SPSS/PC* TABLE 79 5/2/91 
Paired saiplet t-test: 66.5 EASE OF PURCHASE 
66.7 ENVIRONMENTAL-FRIENDLINESS 
Variable Ntraber Standard Standard 
of Cases Mean Deviation Error 
06.5 93 3.7742 1.252 .130 
66.7 93 5.8172 1.233 .128 
(Difference) Standard Standards 2-Tail 3 t Degrees of 2-Tail 
Dean deviation Error 3 Corr. Prob. 3 Value Freedot Prob. 
3 3 
-2.0430 1.799 .187 3 -.048 .647 3 -10.95 92 .000 
Page 98 SPSS/PC* 5/2/91 
This procedure vascetpletedat 12:02:12 
29 
76 
T-TEST PAIRS « 012.13 612.14. 
Page 87 SPSS/PC* TABLE 74 5/2 /91 
Paired satples t-test: S6.6 GIFTS i SOUVENIRS 
66.7 ENVIRONHENTAL-FRIENDLINESS 
Variable Nuiber Standard Standard 
of Cases Hean Deviation Error 
66.6 93 6.1828 1.021 .106 
66.7 93 5.8172 1.233 .128 
difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Heart Deviation Error 3 Corr. Prob. 3 Value Freedoi Prob. 
3 3 
.3656 1.834 .190 3 -.319 .002 3 1.92 92 .058 
Page 100 SPSS/PC+ 5/2/91 
This procedure vas completed at 12:02:15 
T-TEST PAIRS = 67.1 67.7. 
fage 101 SPSS/PC* TABLE 81 5/2/91 
Paired satples t-Ust: 67.1 EASE OF ACCES  
67.7 SELL ENVIRONMENT At-FRIENDLY GOODS 
Variable Nuiber Standard Standard 
of Cases Hean Deviation Error 
67.1 93 3.2151 1.847 .19! 
Q7.7 93 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value freedoi Prob. 
3 3 
-3.3656 2.493 .258 3 -.404 .000 3 -13.02 92 .000 
30 
77 
T-TEST FAIRS * 67 .2 § 7 . 7 . 
Pag* 103 SPSS/PC+ TABLE 82 5 / 2 / 31 
Paired satples t-test: §7.2 PROXIMITY TO RESIDENTIAL/WORK AREA 
67.7 * SELL ENVIRONJOTAL-FRIENDLY 6Q0BS 
Variable Nu»ber Standard Standard 
of Cases Mean Deviation Error 
67.2 S3 2.8065 1.663 .172 
67.7 33 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedoft Prob* 
3 3 
-3.7742 2.117 . 220 3 -.148 .158 3 -17.13 92 .000 
Page 104 SPSS/PC* 5/2/91 
This procedure vas coipleted at 12:02:22 
T-TEST PAIRS = 67.3 §7.7. 
f*ge 105 SPSS/PC* TABLE 83 5/2/91 
Paired saiples t-test: 67.3 GOOD SERVICE 
§7.7 SELL ENVIRONMENTAL-FRIENDLY GOODS 
Variable Nusber Standard Standard 
of Cases Mean Deviation Error 
Q7.3 93 3.9677 1.598 .166 
67.7 93 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedot Prob. 
3 3 
-2.6129 1.865 .193 3 . 074 . 484 3 -13.51 92 . 000 
31 
78 
T-TEST PAIRS » S7 .4 07 . 7 . 
Page 107 SPSS/PC* TABLE 84 5 / 2 / 91 
Paired satples t-test: 67.4 REASONABLE PRICIN6 
07.7 SELL ENVIRONHENTAL-FRIENDLY GOODS 
Variable Nuiber Standard Standard 
of Cases Hean Deviation Error 
87.4 93 2.3333 1.271 .132 
67.7 93 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Hean Deviation Error 3 Corr. Prob. 3 Value Freedo* Prob. 
3 3 
-4.2473 1.711 .177 3 -.047 . 653 3 -23.94 92 . 000 
Page 108 SPSS/PC* 5/2/91 
Ttes procedure vas co«pleted at 12:02:29 
T-TEST PAIRS » §7.5 &7.7. 
Page 109 SPSS/PC* TABLE 85 5/2/31 
Paired satples t-test: 67.5 LAR6E VARIETY OF 680DS 
-67.7 SaL ENVIRONHENTAL-FRIENDLY GOODS 
Variable Nuaber Standard Standard 
of Cases Hean Deviation Error 
67.5 93 3.8817 1.531 .159 
67.7 93 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2
w
T»iI 
Hean Deviation Error 3 Corr. Prob. 3 Value Freedoi Prob. 
3 3 
-2.6989 1.817 .188 3 . 068 . 518 3 -14.33 92 . 000 
32 
79 
T-TEST PAIRS = 6 7 . 6 6 7 . 7 . 
Page 1 0 SPSS/PC* TABLE 86 5 / 2 / 91 
Paired saaples t-testj 67.6 STOCKS INCLUDE FAMOUS QUALITY BRANDS 
87.7 SELL ENVIRONMENTAL-FRIENDLY GOODS 
Variable Nucber Standard Standard 
of Cases Mean Deviation Error 
§7.6 93 6.1720 1.592 .165 
67.7 93 6.5806 1.087 .113 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tail 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedoa Prob. 
3 3 
-.4086 2.071 .215 3 -.165 .114 3 -1.90 92 . 060 
33 
80 
RECODE 08 (7°5)(6=5)(2*3)(1=3). 
IF (AGE <= 3) AGES * 1. NOTE: A6E=3 MEANS A6E RANGE 31-35 
IF (AGE > 3) AGES * 2. 
CROSTABS 68 BY AGES 
The rav data or transforation pass is proceeding 
93 cases are written to the uncotpressed active file. 
/OPTIONS 3 4 5 
/STATISTICS 1. 
***** Given WORKSPACE alows for 0519 Cells with 
2 Oiensions for CROSTAB proMet ***** 
Page 113 SPSS/PC* TABLE 87 5/2/91 
Crosstabulation: 68 SWITCH TO GREN GOODS IF ADVERTISED? 
By AGES 
Page 1 of 2 
Count- 3 
Row Pet 3 
AGESD) Col Pet 3 3 Row 
Tot Pet 3 1.003 2.003 Total 
08 fDDDDDDDEDDDDDODDEDDDDBDDDE 
3 3 31 3 26 3 57 
LIKELY 3 54.4 3 45.6 3 61.3 
3 59.6 3 63.4 3 
3 33.3 3 28.0 3 
EDDDDDDDDEDDD&DDBDE 
4 3 9 3 8 3 17 
NEUTRAL 3 52.9 3 47.1 3 18.3 
3 17.3 3 19.5 3 
3 9.7 3 8.6 3 
EDDDODDDDEDDDDDDDDE 
5 3 12 3 7 3 19 
UNLIKELY 3 63.2 3 36.8 3 20.4 
3 23.1 3 17.1 3 
3 12.9 3 7.5 3 
EDDDDDODDEDBDDODBDE 
Coluan 52 41 93 
Total 55.9 44.1 100.0 
Chi-Square D.F. Significance Min E.F. Cells with £.F.< 5 
.51940 2 .7713 7.495 None 
Nmber of Kissing Observations = 0 
42 
81 
CROSSTABS 08 BY SEX 
/OPTION 3 4 5 
/STATISTICS 1. 
mil Given WORKSPACE allow for 851* Cells vith 
2 Ditensions for CROSTAB problei ttttt 
Page 116 SPSS/PC* TABLE 88 5/2/91 
Cfosstabulation: M SUITCH TO GREN GOODS W ADVERTISED? 
By SEX 
Page i of 2 
Count 3 
Row Pet SHALE 3FENALE 3 
SEXD) Col Pet 3 3 3 Rov 
Tot Pet 3 1 3 2 3 Total 
08 DDDDDDDDEDDDDDDDDEODDDDDDDE 
3 3 35 3 22 3 57 
LIKELY 3 61.4 3 38.* 3 61.3 
3 62.5 3 59.5 3 
3 37.6 3 23.7 3 » 
EDDDDDDDDEDDDDDDDDE 
4 3 7 3 10 3 17 
NEUTRAL 3 41.2 3 58.8 3 18.3 
3 12.5 3 27.0 3 
3 7.5 3 10.8 3 
EDDDDDDDDEDDDDDDDDE 
5 3 14 3 5 3 19 
miKaY 3 73.7 3 26.3 3 20.4 
3 25.0 3 13.5 3 
3 15.1 3 5/4 3 
EDDDDDDDDEDDDDDDDDE 
Colurn 56 37 93 
Total 60.2 39.8 100.0 
Chi-Square D.F. Significance Hin E.F. Cells vith E.F.< 5 
4.04458 2 .1324 6.763 Rone 
Nuiber of Hissing Observations = 0 
35 
82 
IF (ED LEVEL <* 2) EDLEVEL = i. HOTE: ED LEVELS MEANS MATRICULATED 
IF (ED.LEVEL > 2) EDLEVEL = 2. 
CROSTABS 68 BY EDLEVEL 
The raw data or transforation pass is proceeding 
93 cases are written to the uncotpressed active file. 
/OPTION 3 4 5 
/STATISTICS 1. 
ttttt Given WORKSPACE alows for 8519 Cells with 
2 Di tensions for CROSTAB problet ttttt 
Page 119 SPSS/PC+ TABLE 89 5/2/91 
Crosstabulations 68 SWITCH TO GREN GOODS IF ADVERTISED? 
By EBLEVEL 
Page 1 of 2 
Count 3 
Row Pet 3 
EDLEVELD) Col fct 3 3 tow 
Tot Pet 3 1.003 2.003 Total 
68 tDBODDDDEDDDDDDDBEDDBDDDDDE 
3 3 25 3 32 3 57 
LIKELY 3 43.9 3 56.1 3 61.3 
3 58.1 3 64.0 3 
3 26.9 3 34.4 3 
EODDDDDDDEBDDDDDBDE 
4 3 9 3 8 3 17 
NEUTRAL 3 52.9 3 47.1 3 18.3 
3 20.9 3 16.0 3 
3 9.7 3 8.6 3 
EDDDDDDDDEDD9DDDDDE 
5 3 9 3 10 3 19 
miKELY 3 47.4 3 52.6 3 20.4 
3 20.9 3 20.0 3 
3 9.7 3 10.8 3 
EDDDDDDDDEDDBDDDDDE 
Colutn 43 50 93 
Total 46.2 53.8 100.0 
Chi-Square D.F. Significance Hin E.F. Cells with £.F.< 5 
.44675 2 .7998 7.860 None 
Nutber of Missing Observations = 0 
42 
91 
IF (H_INCOME » 1) HINCOME = u NOTEi H_INCQNE*1 MEANS BELOW $20,000 
IF (H,INCOME > I) HINCOME = 2. 
CROSTABS 6S BY HINCOME 
The raw data or transformation pass is proceeding 
93 cases are written to ttie uncompressed active file. 
/OPTION 3 4 5 
/STATISTICS t« 
mn Given WORKSPACE alows for 8519 Cells with 
2 Dimensions for CROSTAB pobiei ttttt 
Page 122 SPSS/PC* TABLE 90 5/2/91 
Crosstabulations 68 SWITCH TO 6R€€N 6008S If ADVERTISED? 
By HINCOME 
Page 1 of 2 
Count 3 
Row Pet 3 
HINCOMED) Col Pet 3 3 Row 
Tot Pet 3 1.003 2.003 Total 
68 ODDDDDDDEBDDDDDDDEDDDDDDDDE 
3 3 12 3 45 3 57 
LIKELY 3 21.1 3 78.9 3 61.3 
3 50.0 3 65.2 3 
3 12.9 3 48.4 3 
EDDDDDDDDEDDDDDDDDE 
4 3 6 3 11 3 17 
NEUTRAL 3 35.3 3 64.7 3 18.3 
3 25.0 3 15.9 3 
3 6.5 3 11.8 3 
EDDDDDDDDEDDDDDDDDE 
5 3 6 3 13 3 19 
UNLIKELY 3 31.6 3 68.4 3 20.4 
3 25.0 3 18.8 3 
3 6.5 3 14.0 3 
EDDDDDDDDEDDDDDDDDE 
Colutn 24 69 93 
Total 25.8 74.2 100.0 
Chi^Square B.f. Significance Min E.f. Cells with E.f.< 5 
» 
1.80267 2 .4060 4.387 2 OF 6(33.31) 






CROSTABS 68 BY ESTATE 
The raw data or transforation pass is proceeding 
93 cases are written to the uncotpressed active file. 
/OPTION 3 4 5 
/STATISTICS 1. 
ttttt Given WORKSPACE alows for 8519 Cells with 
2 Ditensions for CROSTAB problet ttttt 
Page 125 SPSS/PC+ TABLE 91 5/2/91 
Crosstabulation: 68 SWITCH TO SREEN 600DS IF ADVERTISED? 
By ESTATE 
Count 3 
Rov Pet 3HEI F00 3SHAT1N C3TAI KOO 3CHI FU F3WHAHP0A 3 
ESTATED) Col Pet 3SUN CHUE3ITY ONE 3SHIN6 3A YUEN 36ARDENS 3 Rov 
Tot Pet 3 1 3 2 3 3 3 4 3 5 3 Total 
68 DDDDDDDDEBDiHIDDDEDDDDDDDDEDBDDDDDOEDDBDDDBDEDDDDDDDDE 
3 3 11 3 10 3 14 3 11 3 11 3 57 
LIKRY 3 19.3 3 17.5 3 24.6 3 19.3 3 19.3 3 61.3 
3 50.0 3 62.5 3 77.& 3 50.0 3 73.3 3 
3 11.8 3 10.8 3 15.1 3 11.8 3 11.8 3 
EDDDDDDDDEDDDDDDDDEDDDDDDDDEDfiDDDDDEDDDDDDDDE 
5 3 11 3 6 3 4 3 11 3 4 3 36 
UNLIKELY 3 30.6 3 16.7 3 11.1 3 30.6 3 11.1 3 38.7 
3 50.0 3 37.5 3 22.2 3 50.0 3 26.7 3 
3 11.8 3 6.5 3 4.3 3 11.8 3 4.3 3 
EDBOODDDDEDDDBODDOEBDDDDDDDEDDDDDDDOEDDDBDDDDE 
Colutn 22 16 18 22 15 93 • 
Total 23.7 17.2 19.4 23.7 16.1 100.0 ' 
Page 126 SPSS/PC* 5/2/91 
Chi-Square B.F. Significance Min E.F. Cells with if A 5 
5.35324 4 .2529 5.806 None 










IF (AGE <= 3) AGES = I. NOTE: AGE=3 MEANS AGE RAN6E 31-35 
IF (AGE > 3) A6ES = 2. 
CROSTABS B9 BY AGES 
The rav data or transforation pass is proceeding 
93 cases are written to the tmcotpressed active file. 
/OPTION 3 4 5 
/STATISTICS 1. 
ttttt Given WORKSPACE alows for 8519 Cells with 
2 Dimensions for CROSTAB problet ttttt 
Page 128 SPSS/PC* TABLE 92 5/2/91 
Crosstatmlation: €9 SWITCH TO GREN SHOP IF CONVENIENT? 
By A6ES 
Count 3 
Row Pet 3 
AGESfi) Col Pet 3 3 -Row 
Tot Pet 3 1.003 2.003 Total 
§9 DDDDDDDOED0BB9DDDEDD09DDDBE 
3 3 45 3 32 3 77 
LIKELY 3 58.4 3 41.€ 3 82.8 
3 86.5 3 78.0 3 
3 48.4 3 34.4 3 
EDDDDDDBDEBDIflBDDDE 
4 3 7 3 9 3 16 
NEUTRAL 3 43.8 3 56.3 3 17.2 
3 13.5 3 22.0 3 
3 7.5 3 9.7 3 
EDDDDDDDDEDDDDDDDDE 
Columt 52 41 93 
Total 55.9 44.1 100.0 
Page 129 SPSS/PC+ 5/2/91 
Chi-S<juar* B.F. Significance Min E.F. Cells vith E.F.< 5 
.64052 1 .4235 7.054 None 
1.15996 1 .2815 ( Before Yates Correction ) 
tfuiber of Kissing Observations « 0 
42 
8f> 
CROSSTABS 89 BY SEX 
/OPTION 3 4 5 
/STATISTICS I . 
mit Given WORKSPACE alows for 8519 Cells with 
2 Dimensions for CROSTAB problei MM 
Page 131 SPSS/PC+ TABLE 93 5/2/91 
Crosstabulations 89 SBITCH TO 6REEN SHOP If CONVENIENT? 
By SEX 
Count 3 
Row Pet SHALE 3FEWALE 3 
SEXD) Col Pet 3 3 3 Ftov 
Tot Pet 3 1 3 2 3 Total 
89 BODBODDDEDDDDDDDDEDDBDD&DDE 
3 3 47 3 30 3 77 
LIKaY 3 61.0 3 39.0 3 82.8 
3 83.9 3 81.1 3 
3 50.5 3 32.3 3 
EDDDBDDBDEDDBD6BDBE 
4 3 9 3 "73 16 
NEUTRAL 3 56.3 3 43.8 3 17.2 
3 16.1 3 18.9 3 
3 9.7 3 7.5 3 
EDDODMDDEBDB&D&DDE 
Coluin 56 37 93 
Total 60.2 39.8 100.0 
Page 132 SPSS/PC* 5/2/91 
Chi-Square D.F. Significance Hin E.F. Cells with E.F.< & 
.00569 1 .9399 6.366 None 
.12682 1 .7218 ( Before Yates Correction ) 
Nuiber of Hissing Observations • 0 
40 
IF (EDJ.EVEL <* 2) EOLEVEt » 1. NOTE: ED_LEVEL«2 MEANS MATRICULATED 
IF (ED 1EVEL > 2) EDLEVEL = 2. 
CROSTABS 09 BY EDLEVEL 
The rav data or transformation pass is proceeding 
93 cases are written to the uncompressed active file. 
/OPTION 3 4 5 
/STATISTICS U 
Xtm Given WORKSPACE allots for 8511 Cells with 
2 Ditensions for CROSTAB problet ttttt 
Page 134 SPSS/PC+ TABLE 14 5/2/91 
Crosstabulation: 09 SNITCH TO 6REEN SHOP IF CONVENIENT? 
By EDLEVEL 
Count 3 
Rev Pet 3 
EOLEVELD) Col Pet 3 3 Rov 
Tot Pet 3 I.003 2.003 Total 
09 DDDDDDDDEDDDDDDDDEDDDDDDDDE 
3 3 32 3 45 3 77 
LIKELY 3 41.6 3 58.4 3 82.8 
3 74.4 3 90.0 3 
3 34.4 3 48.4 3 
EDDDDDDDDEDDDDDDDDE 
4 3 ll 3 5 3 16 
NEUTRAL 3 68.8 3 31.3 3 17.2 
3 25.6 3 10.0 3 
3 11.8 3 5.4 3 
€DMDDDDDEDDDDDDDDE 
Colutn 43 50 93 
Total 46.2 53.8 100.0 
Page 135 SPSS/PC* 5/2/91 
Chi-Square D.F. Significance Hin E.F. Cells with E.F.< 5 
2.92230 1 .0874 7.398 None 
3.14025 1 .0471 ( Before Yates Correction ) 





IF <H INCOME * 1) HINCOHE = I. NOTE! HJNCOME=l MEANS BELOW $20,000 
IF (if INCOME > 1) HINCOKE = 2. 
CROSTABS 69 BY HINCOHE 
The rav data or transformation pass is proceeding 
93 cases are vritten to the uncoipressed active file. 
/OPTION 3 4 5 
/STATISTICS 1. 
ttttt Given WORKSPACE allovs for 8519 Cells vith 
2 Bitensions for CROSTAB problem ttttt 
Page 137 SPSS/PC* TABLE 95 5/2/91 
Crosstabulation: 63 SWITCH TO GREN SHOP IF CONVENIENT? 
By HINCOKE 
Count 3 
Row Pet 3 
HINCOKED) Col Pet 3 3 Row 
Tot Pet 3 1.003 2.003 Total 
m BDD&BBdBEBDDBMODEDBIDDDDDE 
3 3 18 3 59 3 77 
LIKELY 3 23.4 3 76.6 3 82.8 
3 75.0 3 85.5 3 
3 19.4 3 63.4 3 
EBBBDDBDfiEDDDDDBDBE 
4 3 6 3 10 3 16 
NEUTRAL 3 37.5 3 62.5 3 17.2 
3 25.0 3 14.5 3 
3 6.5 3 10.8 3 
EDDDDBDODEODDDDDDDE 
Coluan 24 69 93 
Total 25.8 74.2 100.0 
Page 138 SPSS/PC* 5/2/91 
Chi-Square 0.F. Significance Min E.F. Cells vitb E»F.< 5 
.74102 1 .3893 4.129 1 of 4 ( 25.0X) 
1.38010 1 .2401 < Before Yates Correction ) 





RECODE 69 <6=4X5=4X2=3)(1=3). 
CROSTABS 69 BY ESTATE 
The raw data or transfonation pass is proceeding 
93 cases are written to the uncompressed active file. 
/OPTION 3 4 5 
/STATISTICS 1. 
ttttt Given WORKSPACE alows for 8519 Cells with 
2 Diiensions for CROSTAB problei ttttt 
Page 140 SPSS/PC* TABLE 96 5/2/91 
Crosstabulation: 69 SWITCH TO GREN SHOP If CONVENIENT? 
*By ESTATE 
Count 3 
Row Pet 3HEI fOO 3SHATIN C3TAI KOO 3CHI fU F3WHAHP0A 3 
ESTATES) Col Pet 3SUN CHUE31TY ONE 3SHING 3A YUEN 3SARDENS 3 Row 
Tot Pet 3 13 23 33 4 3 5 3 Total 
69 BDMOBOBEBDODODDDEDDDODDDDEDDDDDDDDEDDDDDDODEDDDDDDDDE 
3 3 15 3 14 3 16 3 18 3 14 3 77 
LIKaY 3 19.5 3 18.2 3 20.8 3 23.4 3 18.2 3 82.8 
3 68.2 3 87.5 3 88.9 3 81.8 3 93.3 3 
3 16.1 3 15.1 3 17.2 3 19.4 3 15.T 3 
EDDDBDDDDEDDDDDDDDEDBDBDDBOE&DDDDDDDEDDDDBD&DE 
4 3 7 3 2 3 2 3 4 3 1 3 16 
NEUTRAL 3 43.8 3 12.5 3 12.5 3 25.0 3 6.3 3 17.2 
3 31.8 3 12.5 3 11.1 3 18.2 3 6.7 3 
3 7.5 3 2.2 3 2.2 3 4.3 3 1.1 3 
EOMDODODEDOODOOOBEBDODDBDDEDOOODDDDEDDDDDDDDE 
Colum 22 16 18 22 15 93 
Total 23.7 17.2 19.4 23.7 16.1 100.0 
Page 141 SPSS/PC* 5/2/91 
Chi-Square D.f. Significance Win E.f. Cells with E.F.< 5 
5.20025 4 .2674 2.581 5 OF 10 ( 50.01) 
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